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Rough Proofs 


Television, says Niles Trammell, 
will be “the greatest medium of 
advertising since the invention of 
the printing press.” 

It’s already the best publicized. 


a 


Admiral Radio has hired an 
expert designer to help its dealers 
modernize their stores, probably 
feeling that no postwar retailer 
can afford not to put up a good 
front. 

> oe 


Westinghouse has just named 
four new vice-presidents, remind- 
ing one observer of a G-E man’s 
remark on a similar occasion, “I 
see the board of directors has 
whelped a new litter of vice-presi- 
dents.” 


ENF 


A WPB economist has won the 
Pabst $25,000 prize for the best 
plan to make free enterprise work, 
and now he’s in an ideal position 
to find out how good his plan 
really is. 


vw | 


The Inland Daily Press reported 
that a lot of newspapers are now 
getting over 50% of their revenue 
from circulation, a statistic which 
ought to keep advertisers saying, 
“Please.” 


ee Le 


Family Circle withdrew an en- 
tire edition because. it contained 
an article labeled “What Is It 
Like to Have a Baby?’’, but in most 
family circles that’s no longer 
news, 


, > 7 


“1,000 Magazine Salesmen to 
Aid Waste Paper Drive,” head- 
lined ADVERTISING AGE. No won- 
der—the boys are tickled pink to 
get their teeth into something they 
can sell. 


- wee 
Kops Bros. has started a con- 
servation campaign for Nemo 


foundations, and presumably will 
tell the gals, “Save the foundation 
and you save all.” 


v 9-7 


The Proprietary Association of 
America has added to its adver- 
tising code a provision that copy 
Contain no statement “calculated 
to create fear or apprehension.” 

Not even the popular fear of 
being unpopular? 


An F 


Two farms out of five, says 
wm Journal, have electric serv- 
ce, 

Only trouble is the farmer can’t 
take his electric fan out to the 
hay field. 


ee ee 


“We can help you get your ideas 
on paper,” promises Magill-Wein- 
sheimer, 

Yes, but can you help get the 
Paper? 


Y v 


Copywriters complain of being 
muscle bound by FTC regulations, 
but Three Feathers comes up with 

e€ ideal solution of running ads 
without any copy. 


7 7. 


For a push button manager, Joe 
McCarthy of the Yankees seems 
to have the situation well in hand. 

Copy Cus. 


Agency Asks for 
and Gets a WMC 


Essential Rating 


Industrial Ad Work 
Ruled Essential 
by Detroit Office 


Detroit, May 25.—Charles M. 
Gray, head of Charles M. Gray & 
Associates, Detroit industrial 
agency, is confused. He is con- 
fused by such things as the edi- 
torial in last week’s issue of 
ADVERTISING AGE decrying the in- 
ability of advertising agencies to 
get essential ratings for essential 
manpower; he is confused by dicta 
from associations in the field and 
from spokesmen for agencies to 
the effect that the War Manpower 
Commission positively refuses to 
consider advertising agency per- 
sonnel as essential to the war 
effort. 

The reason for Mr. Gray’s con- 
fusion is simple: 

His agency was granted an 
essentiality rating by the Detroit 
office of the War Manpower Com- 
mission on Nov. 12 of last year, 
and this essential rating was sub- 
sequently renewed without fur- 
ther application. As a result, the 
agency has the same standing as 
any other essential industry, in- 
cluding the requirement that em- 
ployes can not leave to take an- 
other job without a release from 
the company. 


Letter Outlined Work 


Mr. Gray says that his essen- 
tiality rating was given to him by 
the WMC without so much as a 
visit to the local office, and re- 
sulted routinely from a letter 
which he addressed to WMC out- 
lining the work which his agenty 
is doing for its industrial clients. 
While the same arguments prob- 
ably will not apply to agencies 
handling general consumer ac- 
counts, Mr. Gray is convinced, 
from his own experience, that any 
agency actually engaged in activi- 
ties which fall into essential cate- 
gories will have no difficulty in 
achieving an_ essential rating 
through its local or regional WMC 
office. 

“As an industrial advertising 
agency,” he told ADVERTISING AGE, 
“we have found that WMC recog- 
nizes without question the essen- 
tiality of an organization engaged 
in advertising work that is directly 
related to the war effort. We were 
granted an essentiality rating last 
year with the nature of our activ- 
ity being defined as: ‘Preparing 
technical information used in in- 
dustrial publications. These ac- 
tivities are included under Group 


(Continued on Page 61) 


Are They Silly? 


See leading letter in 
‘Voice,’ Page 24. Other 
features: 


Adfolk in the Armed Forces......... 18 
cane 5, carols 12 
Coming Conventions .............. 51 
Chain Store Figures................ 48 
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ae ee 37 
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NO BOAST—Awarded its 5th Army- 
Navy "E" citation, Broderick & Bascom 
Rope Co., St. Louis, passed up a 
chance to boast in favor of hitting the 
"Victory is in the bag" feeling. The 
1,000-line ad is appearing in dailies 
of St. Louis and Seattle, where it op- 
erates principal factories, in Washing- 
ton, D. C., and several other metro- 
politan cities. Watts Advertising 
Agency, St. Louis, handles the account. 


House Group Pares 
Funds for OWI's 
Domestic Branch 


‘Washington, D. C., May 25.— 
While the House appropriations 
committee made only token reduc- 
tions in reporting a $1,030,858,367 
appropriations bill for 17 war 
agencies today, the OWI Domestic 
Branch suffered a serious setback, 
with a proposed slash of $264,653 
from its modest $2,464,653 budget 
request, and the loss of its import- 
ant survey division. 

This year’s war agency bill was 
less than half the 1944 appropria- 
tion. Most of the saving resulted 
from a $1,750,000 reduction in the 
amount asked by the War Ship- 
ping Administration. The saving 
was reduced in part by increased 


(Continued on Page 60) 


|42 Will Control Y&R; 


Billings Hit $43,000,000 — 


WPB to Tighten 
Rules on Grants 
of Extra Paper 


Truman Committee 
Assails Norman for 
House Organ Story 


Washington, D. C., May 24.— 
WPB officials offered the Truman 
committee of the Senate today a 
list of proposed changes in news- 
paper, magazine and book paper 
limitation orders designed to spell 
out the rights and procedures for 
appeals, and overcome widespread 
industry and Congressional criti- 
cism that resulted from grants of 
extra paper during 1943. 

The new standards, warmly re- 
ceived by several of the publishers 
who appeared to plead their causes 
to the committee, will be sub- 
mitted to industry advisory com- 
mittees for action within a few 
weeks, Arthur Treanor, director of 
the printing and publishing divi- 
sion, promised. The first such 
meeting will be with the news- 
paper industry advisory committee 
June 6. 

In addition to refining the ap- 
peals procedure to require that all 
decisions be promptly announced, 
the new standards specifically list 
a number of grounds on which 
supplemental paper will not be 
granted, including increased ad- 
vertising linage, newspaper re- 
turns, diminished base period 
consumption due to financial rea- 
sons, inability to maintain or 
increase advertising linage, and 
others. 

In addition to the proposed new 
standards, WPB today amended its 
magazine order to permit new 


(Continued on Page 58) 


Last Minute News Flashes 


Starts First Consumer Ads for Temple Radio 

Mystic, Conn., May 26. Templetone Radio Company has started its 
first consumer advertising to reintroduce and establish the name of 
Temple radio. The preliminary campaign has been scheduled for half- 
page bi-weekly insertions in the New York Times Magazine. Peck 
Advertising Agency, New York, handles the account. 


Swift Launches Drive for Silverleaf Lard 

Chicago, May 26.—Swift & Co., which introduced its Silverleaf bland 
lard in test markets in Chicago and Pittsburgh in 1940, has launched 
an extensive campaign for the shortening. Large-size space in more 
than 100 newspapers in cities‘ where distribution has been achieved is 
being supplemented by radio and outdoor advertising. J. Walter 


Thompson Company is the agency. 


Gannon Named B&B Radio Dept. Head 


New York, May 26.— Charles F. Gannon, former supervisor of all 


radio activity for Arthur Kudner, 


of the radio department of Benton & Bowles. 
as B&B vice-president and director of radio. 


Inc., has been appointed manager 
Walter Craig continues 
Mr. Gannon was pre- 


viously in charge of the radio department of Erwin, Wasey & Co. 


Feldon, Beirnes Start Publication Service 

Chicago, May 26.—O. A. Feldon, formerly with McGraw-Hill and 
Macfadden Publications and for the past two years in the agency field, 
and A. E. Beirnes, a founder of Standard Rate & Data Service, have 
organized The Feldon Company, 8 S. Michigan Ave., to specialize in 
publication research, promotion, advertising and merchandising. 


Midcontinent Air Lines to Oakleigh French 
St. Louis, May 26.—Midcontinent Air Lines, Kansas City, has placed 
its account with Oakleigh R. French & Associates, effective July 1. 


Rubicam to Dispose 
of Own Stock Over 
Five-Year Period 


New York, May 25.—Forty-two 
officers and stockholders of Young 
& Rubicam will assume control of 
this agency when Raymond Rubi- 
cam, founder and chairman of the 
board, retires 


on July 1. Of 
these, 27 are 
officers. In 


addition to Sig- 
urd S. Larmon, 
president; Louis 
N. Brockway, 
executive vice- 
president; 
Jacob H. Geise, 


treasurer, and 
Harry H. En- 
Raymond Rubicam ders, secretary 


and assistant 
treasurer, the agency has 23 vice- 
presidents. ; 

Three of the stockholders—Mr. 
Geise, A. V. B. 

Geoghegan, (SYS *lemrs: 
vice - president, ~.* 

and Robert D. 
Work — have 
been with this 
21 - year - old 
agency for 20 
years or more. 
In the list of 42 
are two women, 
Louise T. Davis 
and Ophelia 
Fiore Kinney, 
both associate 
copy chiefs. Best-known Y&R 
executive is Dr. George H. Gallup, 
vice-president in charge of re- 
search, 

Mr. Rubicam 
revealed that he 
owns about 20% 
of the agency’s 
stock, which 
will be disposed 
of to his asso- 


Sigurd Larmon 


ciates over a 
period of five 
years. Of the 


remainder, 55% 
is available to 
top executives, 
and 25% is now 
owned or being 
acquired by 
employes in a profit-sharing trust, 
with all employes of three years or 
more eligible to participate. The 
agency has a total of about 850 
employes. 

Young & Rubicam now has 
about 40 accounts, the oldest and 
largest of which is General Foods 
Corporation. Its billings in 1943 
were more than $43,000,000, and 
this year may approach the $50,- 
000,000 mark. They have doubled 
since 1937, quadrupled since 1930. 
Only in one year, 1932, have bill- 
ings failed to exceed those of the 
previous year, and then the de- 
cline was only about $200,000. The 
agency accepts no accounts of less 
than $200,000. 


Plans London Office 


Y&R already operates in Can- 
ada, has expanded recently in 
Latin America, and plans to open 
an office in London. One of, its 
newer departments is on product 
development. The growth of the 
advertising business, Mr. Rubicam 
said recently, has been divided 
into four eras: 

“1. In the earliest days the 
most important factor was the 
mere fact that you did advertise, 


Louis Brockway 
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because most of your competitors 
didn’t advertise. 

“2. As more companies were 
attracted to advertising, competi- 
tion expressed itself in size of 
space and frequency of appear- 
ance. 

“3. Limitations of space 
brought greater emphasis on skill. 
Copy and art became the impor- 
tant factors. 

“4. Then came research. For- 
merly, the copy and art men went 
pretty much according to their 
own taste and hunches. Today, 
the successful advertiser must 
know.” 

Works as Team 


Young & Rubicam’s progress, 
Mr. Rubicam told ADVERTISING AGE, 
has been based largely on develop- 
ing men and getting them to work 
together as a team. “We try to 
maintain contact with clients by 
many people. Also, we have de- 
veloped our leaders from within 
the organization. A company 
which must hire leaders from the 
outside either doesn’t hire good 
employes, or doesn’t train or treat 
them properly.” 

Mr. Rubicam has not announced 
his own plans. “I want to know 


more about political, social and 
economic problems,” he explained, 
“and I want to do something 
about them. Among other things, 
I am interested in education for 
democracy, international relations, 
and good government. I hope to 
write in these fields or participate 
in action in them. 

“The only specific work I have 
accepted is a post on the research 
committee of the Committee for 
Economic Development.” 


Dunn Leaves McG-Hill 
to Join Rickard & Co. 


Lloyd W. Dunn, former assistant 
manager of Electrical World and 
Electrical Contracting, is resigning 
June 1 to join Rickard & Co., New 
York, as vice-president. With Mc- 
Graw-Hill Publishing Company 
for nine years in advertising sales 
promotion and research work, Mr. 
Dunn has conducted Electrical 
World’s “Guest Reviews of Adver- 
tising,” a department on reader 
reactions to industrial advertising. 

Before joining McGraw-Hill, Mr. 
Dunn was with Gage Publishing 
Company, Iron Age, Pathe Studios 
in Hollywood and Perfumer Pub- 
lishing Company. 


Pedlar-Ryan-Lusk 
Execs Leave to 
Form New Agency 


New York, May 25.—Four top 
executives of Pedlar, Ryan & Lusk, 
who were reported in these pages 
two weeks ago to be terminating 
their connection with the agency 
“in the near future,” today offi- 
cially severed all relations with 
PR&L and announced the forma- 
tion of a new agency under the 
name of Doherty, Clifford and 
Shenfield, Inc. 

Lawrence L. Shenfield has been 
named president of the new or- 
ganization; Arthur Cobb Jr. and 
Francis J. Doherty are vice-presi- 
dents and Donald K. Clifford is to 
be vice-president and treasurer. 

Mr. Shenfield has been a mem- 
ber of PR&L since the agency’s 
inception in 1925, when it was 
Pedlar & Ryan. Before that he 
was president of W. I. Tracy Com- 


pany, now Tracy, Kent & Co. He 
was vice-president in charge of 
radio at PR&L and a member of 
the board of directors when he 
resigned. 


Started With BBDO 


Mr. Cobb began his career in 
advertising when he joined Bat- 
ten, Barton, Durstine & Osborn in 
1923. Two years later he quit to 
go with Pedlar & Ryan and was 
secretary and treasurer of the 
agency and also a member of the 
board at the time of his leaving. 

Mr. Doherty, who leaves the 
agency as creative vice-president 
and board member, has been on 
the executive staff since the agency 
was formed in 1925. .Mr. Clifford 
began his ad career with N. W. 
Ayer & Son and joined Pedlar & 
Ryan about two years after it was 
organized. 

Clients to be served by the new 
agency, additional officers and 
personnel, and location of offices 
have not as yet been announced. 

Unconfirmed is a report that the 
new agency will take the Bristol- 
Myers account from Pedlar, Ryan 
& Lusk, which handles advertis- 
ing for such B-M products as 
Ipana tooth paste, Ingram’s shav- 


Mending Bridges 


; ee automotive manufacturers are mending 
their bridges now in export preparatory to the 


big business ahead when the “lid is lifted”. 


Automotive distributors, dealers and service sta- 


tions overseas have done a remarkable job in stay- 


ing in business, with so little to sell. While the 


mortality has been low, there have been changes 


and there are bound to be many new alignments. 


Automotive manufacturers are using increasing 


space now in Ex Auromovit AMERICANO and THE 


AMERICAN AUTOMOBILE (Overseas Edition) to main- 


tain their leadership, to keep their brand names 


and their products before the entire automotive 


trade—wholesale, retail and service, and to help 


plug any weaknesses in their distribution set-up. 


Ext Avutromovi. AMERICANO and THE AMERICAN 


AutomosiLe (Overseas Edition) are the only 


specialized automotive publications, issued from 


‘the seat of the industry and circulated throughout 


the world. They are circulated to paid subscribers 


and cover all sections of the automotive trade, 


wholesale, retail and service. 


The March issues contain the Annual World Motor 
Census. Write for a copy. 


BUSINESS PUBLISHERS INTERNATIONAL CORPORATION, 330 WEST 42nd STREET, NEW YORK 18, N. Y. 
[Affiliated with McGraw-Hill Publishing Co., Inc. and Chilton Co. (Inc.)) 
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AAVDETUISING age, May y, 108 
ing cream, Vitalis hair dressing, 
Mum deodorant and D. D. tooth. 
brush. Robert B. Brown, adver. 
tising manager of these products 
for Bristol-Myers, told ADvERTIsing 
AcE that an announcement would 
be made shortly. 


Ehrlich Predicts 
Wider Business 
Paper Readership 


Rve, N. Y., May 25.—Adult edy. 
cation in the armed services ang 
in war production will increase 
postwar demand for technica} 
education and will broaden the 
readership of business papers 
Howard Ehrlich, executive vice. 
president, McGraw-Hill Publishing 
Company, predicted at the annual 
spring conference of Associated 
Business Papers, which opened 
here today. 

In addition to executives, Mr, 
Ehrlich said, the influence of busi- 
ness papers will reach a larger 
number of operating personnel of 
companies. More graphic and in- 
teresting methods of presenting 
information would be developed 
—based, for example, on the 
Army’s use of motion pictures for 
education, as well as such techni- 
cal improvements as lighter weight 
papers, higher speed presses, and 
plastic plates. . 

“American Labor Plans for 
Peace,” was discussed in off-the- 
record talks by Clinton S. Golden, 
assistant to the president of the 
CIO United Steel Workers, and 
vice-chairman of the War Man- 
power Commission, and by Robert 
J. Watt, international representa- 
tive, American Federation of La- 
bor, who described the problems 
of unemployment due to plant 
reconversion. 

General Frank T. Hines, Admin- 
istrator of Veterans Affairs and in 
charge of reemployment for the 
Office of War Mobilization, spoke 
on reemployment of discharged 
veterans—especially of those han- 
dicapped by the war. 

Robert B. Luchars, publisher of 
Machinery, suggested that the 
ABP back a campaign to stimulate 
planning by industrial employers 
for hiring handicapped veterans. 


G-E Appoints Tilley 

Paul A. Tilley, manager of sales 
in the ship fittings division of Gen- 
eral Electric Company, has been 
appointed manager of all opera- 
tions of the appliance distributing 
branches of G-E, with headquar- 
ters in Bridgeport, Conn. G-E has 
set up these factory branches, 
which Mr. Tilley will supervise, in 
eight cities to replace former inde- 
pendent distributors of G-E appli- 
ances. 


Weill to Rudolph 


Jerome S. Weill, formerly with 
E. W. Edwards & Son, Syracuse 
department store, has been named 
sales promotion manager for Ru- 
dolph Bros., retail jewelry chain, 
with headquarters in Syracuse. 


In Greenwich, Conn. 
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Have an average income of 


$9,236 
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A OVEALL SURVEY OF DOMESTIC ENGNEERING MARKET REVEALS 


ip 
ase 
the WEEDED TO MEET IMMEDIATE DEMANDS 
Ts, 
— Here is what 51,000 readers and others making 
—_ up Your Domestic Engineering Market report to 
a DOMESTIC ENGINEERING. They estimate they 
can sell the following quantities of typical 
Mr, heating and plumbing products by November 


First: 


@ 356,922 CAST IRON BOILERS 242,261 LIMIT CONT ROLS 
© 189,267 CLASS “A” STOKERS @ 219,535 DAMPER REGU- 


ts [Pho 
se FMW IN PRODUCTION... 


the 
S for are the products which are be- @ 124,387 CLASS “B” OIL LATOR SETS 
Bathtubs ( ducti 

hf, inane, Ratha tor 1844, based o 181, MB BAROMETTT Fors © 27187 AI VALVES 

aa on WPB material allocations) 155584 RADIATOR TRAPS , 

lden, J 95990 Ball Cocks (production & @ 101,971 MOTORIZED DRAFT 

and Qnd quarter of 1944 based on e@ 135912 DOME TOP WATER 

— ae — of 750,000 Ibs. e@ 46,399 OUTSIDE CONTROLS HEATERS 

O copper (per month ) 

enta- a ; @ 296,20 ROOM THERMO- 
: nlimited Pr duct of Extr e 
La | Heavy Roy STATS @ 181,564 BLOWERS ; 
plant Maximum Production of Heating 
—— — for conservation wg HE foregoing tabulation summarizes the 
nd in P . : 

th Prod viewpoints of all branches and sales factors 
poke covet on Boller as the industry --- 51,000 contractor-dealers. dis- 
a a ’ 

ne Government Stimulated Production tributors, wholesalers. manufacturers agents and 

manufacturers were surveyed. In this, the third 


of Electric Water Systems 
in a series of studies to determine your Domestic 


the Government Stimulated Production 
ulate of Stokers to Replace Hand- Engineering Market, the facts and figures have 
~ iy _— been obtained directly from the men whose daily 
om ae (Quantity un- rosiness activities bring them in close contact 
Drinkin with the public. These surveys comprise the big- 
= ee oe acins (Quantity “ir gest fact-finding po of — type ever undertaken 
been . in this industry. y rev current inventories. 
arte eye a o- area-by-area, for these products and sales poten- 
aaa tials in each territory: 
E has Watch these pages for further an- 
nches, nouncements of new allocations. As the above partial list of products indicates. it 
‘ines represents @ tremendous backlog of demand 
appli- which the industry must meet as more and more 
materials become available for such essential 


civilian needs as heating and plumbing. The 


y with *This survey is No. 3 of a series be- #7 oe Ti a * a. 
a a te ee | alte placement business only- To these should be 


-— ing a? by DOMESTIC ENGI- 
NEER " i urve cover ‘ . er " 
r Ru- wholesalers an po i Write added the gigantic potential involved in the new 
—_ today for complete details. pbuilding of homes, institutions. commercial : 
all industrial establishments. 


Of first importance to manufacturers whose 
actual or contemplated products have an appli- 
cation to the Domestic Engineering field is the 
fact that here is 4 market which is being served 
now even though the war is still being fought. 
Here are contractor-dealers who are actively in 
business today! Here are sales outlets which are 
serving your potential market .. . and have been 
serving your prospective customers all during the 
war! Here is a market which is a reality today! 


e of 


YOUR DOMESTIC ENGINEERING MARKET 
IS A REALITY TODAY ! 


_,.Itisan EXPANDING reality! 
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FREE ‘PONY EDITION’ OF “AA’ 
AVAILABLE FOR SERVICEMEN 


To supply men and women now in the armed forces who were for- 
merly in the advertising or marketing field with news of develop- 
ments on the home front, against the day when they return to civilian 
life, ADVERTISING AGE last week announced the publication of a monthly 
“Servicemen’s Pony Edition.’ The first issue will be published in June, 
and since only enough copies will be printed. to supply advance 
requests, readers who are interested in securing copies for their serv- 
icemen are urged to request copies promptly. 


This special edition will be sent 
to servicemen without charge. It 
will be eight pages, approximately 
8 x 11 inches, four columns to the 
page, and will carry no advertis- 


‘iaterial in the Servicemen’s 
Pony Edition will be especially 
written for this edition. Primarily 
it will consist of a summarized 
discussion of the month’s news in 
advertising and marketing, with 
selections from many of the popu- 
lar ADVERTISING AGE features, and 
with material of particular inter- 
est to men overseas. 

Because of the difficulty of 


maintaining lists, ADVERTISING AGE 
will not mail copies directly to 
men in service. Instead, it will 
supply any desired quantity to 
companies or individuals who de- 
sire to mail copies to their own 
former employes, associates or co- 
workers. The Servicemen’s Pony 
Edition will weigh considerably 
less than one ounce and will fit 
comfortably into any No. 9 or No. 
10 envelope. 

The edition is designed pri- 
marily for servicemen serving 
overseas, but we shall be glad to 
supply copies for servicemen still 


in this country as long as copies 
are available. 

To secure copies for your for- 
mer employes or co-workers, ad- 
dress your request for the required 
number of copies to Editor, ADVER- 
TISING AGE, 100 E. Ohio St., Chi- 
cago 11. In order to make certain 
that no copies are wasted, each re- 
quest MUST include the following 
statement: 

“We agree to mail copies of the 
Servicemen’s Pony Edition of Ap- 
VERTISING AGE promptly upon re- 
ceipt each month to the following 
men and women in the service:” 
(list here the names and ranks of 
servicemen to whom the paper is 
to be sent, and whether they are 
overseas or in this country. DO 
NOT include their addresses or 
APO numbers.) 


Detrex Boosts Camel 


Leroy Camel, manager of the 
eastern' section of the Alkali Divi- 
sion .of Detrex Corporation, De- 
troit, has been made sales man- 
ager ‘of the division, with head- 
quarters in Detroit. Joel Cooper 
has been named Detroit division 
manager, and Herman Grosser 
Cleveland division manager. 


This 


provide. 


The scope of the Library’s activities 
rown with the years. Today, it 
provides the finest of facilities for 
serving the public. It is an important 
oledo’s cultural advan- 
‘tages in art, music, education, science 


has 


addition to 


and natural history. 


... and this 


TOLEDO BLADE 


Files of the Blade in the Toledo Public Library, already 


is Toledo fen 


TOLEDO PUBLIC LIBRARY 


A medallion in the central hall of 
Toledo’s new Public Library bears 
the following inscription: “Founded 
1838 ... Ohio’s First Free Public 
Library.” Thus early, the community 
expressed its interest in the enrich- 
ment of knowledge which books 


liberal use was ma 


epictin 
knowledge. 


Designed for = as well as utility, 
e 


of structural and 


decorative glass, as is appropriate to 
Toledo, the world’s 
special interest are the glass murals 
the various fields of human 


lass center. Of 


The governing thought throughout 


of daily living. 


is the 


established in 1836, run back to 1838, the year the 
Library was opened . . . Duplicate files of many years’ 
issues of the Blade are kept in the Library on micro- 


film, as an imperishable record of the community's 
life as recorded day by day, year by year, 
in the Blade ...“‘one of America’s 
great newspapers.” 


- One of America’s Great Newspapers — 
-- REPRESENTED BY PAUL BLOCK AND ASSOCIATES 


was to give the Library’s great collec- 
tion of good books the care they de- 
serve, and to make these books readily 
available to the public, thus extending 
their use in scientific and literary pur- 
suits and in the general enrichment 


TOLEDO BLADE 
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Philco Accounts 
Go to Hutchins; 


Ramsdell Closes 


Rochester, N. Y., May 24.—Ac- 
counts of the Philco Corporation, 
Philadelphia, and Philco Interna- 
tional Corporation, New York, will 
return to Hutchins Advertising 
Company June 1 in a new shift 
marking the end of Sayre M. 
Ramsdell Associates, Philadelphia 
agency. 

The Ramsdell agency took over 
the Philco account in March, 1942, 
when a new group was formed by 
several Philco advertising men, in- 
cluding the late Sayre Ramsdell, 
who had been in charge of adver- 
tising and sales promotion for 
Philco since 1922. The agency 
chief died last October and execu- 
tors of the estate decided to end 
the business May 31. 

Ernest B. Loveman, formerly 
president of Ramsdell, has been 
elected vice-president of Hutchins 
Advertising Company and resident 
manager of its Philadelphia office 
to be opened June 1 at 3701 N. 
Broad St. to service the Philco 
accounts as well as National Union 
Radio Corporation, Newark, Soil- 
Off Corporation, Decatur, IIl., and 
others. 

Among others from the Rams- 
dell agency joining Hutchins in the 
Philadelphia office are John R. 
Maxwell, art director, and Max 
Enelow, copy chief. 


Payne Named Finch V.P. 

George Henry Payne, formerly 
member of the Federal Communi- 
cations Commission and political 
advisor to former President Theo- 
dore Roosevelt, has been named 
vice-president and _ director of 
Finch Telecommunications Com- 
pany of New York. Well known as 
an author and drama critic, Mr. 
Payne was at one time tax com- 
missioner of the City of New York. 


Advertising Age, May 29, 194 


Thomas Succeeds 
LaRoche as Head 
of War Ad Coungj] 


New York, May 25.—Harolg » 
Thomas has been elected chairm, 
of the War Ad- 
vertising Coun- 
cil, succeeding 
Chester J. La- 
Roche, who re- 
cently com- 
pleted his sec- 
ond term in this 
capacity. Mr. 
LaRoche, chair- 
man, executive 
committee of 
— Network 

ompany, was 
elected ai  di- Herold 8. 
rector of the Council. Mr. Thom, 
also will continue his duties , 
vice-president of Sterling Dn, 
Inc. T. S. Repplier, previous 
general manager, was nam 
executive director of the Coung 

Elected as vice-chairmen we 
Paul B. West, president of Agy 
ciation of National Advertise 
William Reydel, partner in Ney 
ell-Emmett Company, and Kery 
H. Fulton, president of Outdg 
Advertising, Inc., and Frederic } 
Gamble, president of the Four 4! 
was chosen secretary and treasures 

A founder of the Council, \ 
Thomas has worked closely wif 
heads of government war agenci 
in expanding its work and ine 
couraging advertisers to sup» 
essential war themes. In the spri 
of 1942, he became the Counc 
coordinator on war finance cay 
paigns. Last year he underto 
a special three-month assignma 
for the Treasury Department, 

Mr. Thomas is a former chai 
man of the board of Associati 
of National Advertisers and fm 
1941 to 1943 was head of Adve 


tising Research Foundation. 


For nine consecutive 
years the Union-Star 
has led in city zone 
circulation. 


Nationally Represented by 
KELLY-SMITH CO. 
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KNOW A NEWSPAPER 


BY ITS WANT ADS 


The News practices conservation of news- 
print paper but its restriction is in the SIZE 
of individual want ads so that the greatest 


number of people possible may be served. 


Here’s the Record: 
(January through April) 


: THE DALLAS NEWS 2nd Dallas Newspaper 
1944... 177,121 ads 131,524 ads 
1943....126,208 " 99,078 " 


Increase 50,913 " 32,446 " 


oe 


MASS 


Just for the record, the way the 
masses of readers follow The 
News’ leadership has again been 
forcefully shown by the Want 
Ads—this time under war re- 
strictions. 


And not only mass readership 
but also mass reliance on this 
newspaper to do a job—thou- 
sands of classified chores daily— 


for people who demand and get 
RESULTS. 


Sell the Readers of The Dallas News 
and You Have Sold the Dallas Market 


ERSHIP 


of The Dallas News 
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Ads Fail to Sell 
Gold Cross’ fo 
‘Red Cross’ Buyers 


Washington, D. C., May 24.— 
More than a year and a half of 
intensive advertising in newsva- 
pers and magazines has failed to 
impress 5% of the public with the 
new name of Red Cross shoes, Jo- 
seph S. Stern, president of the U. 


BOOKLET MAILED 
EXECUTIVES ON REQUEST — 


“WILLIAM BALSAM. 
Adeerlisin 


540 N. MICHIGAN - ee 7819 


S. Shoe Company, told the House 
foreign affairs committee today. 

Opening hearings on a bill 
passed by the Senate which would 
ban commercial use of the Red 
Cross trademark, Mr. Stern asked 
that his firm, and others now using 
the trademark, be permitted to re- 
tain the expression, ‘Formerly 
Red Cross Brand,” in their adver- 
tising for an indefinite period. 

While the bill has been before 
Congress for several years as a 
result of an international agree- 
ment to reserve the trademark for 
the American National Red Cross, 
it had been tied up for more than 
two years until pushed throwgh the 
Senate last month. Hearings had 
been held by the House military 
affairs committee two years ago, 
and it was shortly after such a ses- 
sion that U. S. Shoe adopted the 
“Gold Cross” trademark. 


Shows Conversion Advertising 


Appearing with a complete port- 
folio of “conversion” advertising, 
Mr. Stern admitted to the commit- 
tee that “less than 5% of the cus- 
tomers ask for Gold Cross shoes. 
I am ashamed to say how much 
less,” he declared. Admitting that 


this was of no importance now 


under regulations enforced by the 
TC. 


during a period of wartime short- | FTC 


ages, he said it might matter after 
the war. “If you changed your 
name, Mr. Congressman, you 
wouldn’t have a chance in the 
world of being renominated, would 
you?” he asked. 

He was strongly complimented 
for the “sincere efforts’ his firm 
had made to comply with the 
treaty and members’ expressed 
their sympathy with his proposal. 
“If ‘Formerly Red Cross Brand’ is 
used indefinitely in small type as 
provided in this bill, what harm 
can it do?” Rep. Wadsworth, Re- 
publican of New York, asked. 


Favors Secondary Use 


The committee also heard Sena- 
tor Millard Tydings of Maryland, 
and representatives of the C. S. 
Silver Packing Company, packer 
of Red Cross brand foods since 
1876, appeal for legal redress for 
possible damage from the act. 
While members were unwilling to 
“invite anyone to sue the govern- 
ment,” several agreed with Rep. 
Wadsworth that no harm: could be 
done by. indefinite use of “Red 
Cross” as a secondary trademark, 


Here is a publication which is an institution in 
plastics! It is as much a part of the industry as 
phenol-formaldehyde. It is the reliable authority 
for news, information, technical and engineering 
data for the entire plastics field —and this 
includes thousands of users of plastics in all 
industries from automobiles to zithers. 


MODERN PLASTICS is more than the only paid 
circulation magazine in plastics. Its activities, 
above and beyond the field of publishing, have 
served to establish and cement its position as the 
public relations counsel and general fountainhead 


of information on plastics. 


All of these extras belong to every advertiser in 
MODERN PLASTICS. They are parties to the fact 
that MODERN PLASTICS gets results. 


oe 


ake all of the adjectives like dominant...leading... 
superior...and you only begin to describe the position 
held by MODERN PLASTICS in the plastics industry. 


Space rates and circulation data upon request. 


THE MEETING PLACE OF PLASTIC MINDS 


“Even if we permit these firms 
to use ‘Formerly Red Cross’ for an 
indefinite period, they probably 
wouldn’t do it long,’ Rep. John 
Vorys of Ohio said, “Because the 
use of two names confuses their 
advertising, and it makes things 
difficult for them.” At the same 
time, he pointed out, it might re- 
move any question of damages. 


Britton to Leave 
McGraw-Hill for 
Washington Post 


New York, May 25.—Mason 
Britton, a director of McGraw-Hill 
Publishing Company since its for- 
mation and vice-president since 
1922, is retiring July 1 to accept 
an appointment as American mem- 
ber and chairman of the machine 
tool committee of the Combined 
Production and Resources Board, 
and a consultant for the Surplus 
War Property Administration, with 
headquarters in Washington. 

Mr. Britton, who has spent his 
entire business career with Mc- 
Graw-Hill, is vice-president of the 
National Publishers’ Association, 
and was formerly president of the 
Associated Business Papers, chair- 
man of the board of the Advertis- 
ing Federation of America, director 
of the Audit Bureau of Circula- 
tions, and president of the Catalog 
and Directory Company. 

In this war, he has served in 
various capacities with the OPA 
and WPB and the Department of 
Commerce, and as treasurer and 
a member of the executive com- 
mittee of the War Advertising 
Council. 

Howard Ehrlich, executive vice- 
president of McGraw-Hill, will 
succeed Mr. Britton on the WPB 
committee on magazines and peri- 
odicals. 


Advertising Age, May 29, ‘jg 
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NEMOS ARE SHORT—This is one , 
a series of weekly 200-line newspay 
ads recently started by Kops Brothe 
New York, for Nemo foundations | 
May 22). Copy in verse style stres 
the conservation angle, since the con 
pany is unable to fill corset demand 
due to material shortages. €, | 
Howard Co. is the agency. 


Sherman Heads ‘Couran 


Maurice S. Sherman, editor 
chief of the Hartford Courant, 
been elected president and pu 
lisher of the newspaper, succeei 
ing the late Henry H. Conlay 
who died April 15. Mr. She 
had been vice-president. 
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YNUSUAL MERCHANDISING SERVICE 


KANSAS CITY e MISSOURI 
The Ouly Kansas City 
Baste Blue Network Station 
CALL ANY ‘JOSEPH HERSHEY McGILLVRA OFFICE 


© UNUSUAL MERCHANDISING s 
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The Greeks had another _ 


word for it... 
Ley 


A, Lora, pronounced ag-or-a. 

But don’t let it throw you. It’s ‘ust Greek 
for marketplace. 

It started in the village square. The farm 
women brought produce, the baker his fresh 
loaves, the butcher choice cuts. And the wine 
merchant had seats for good customers. 

Piled around on the ground were cheeses, 
olive oil in jars, dried figs and beans, ground 
grain, fish, honey. A littledirt didn’t matter! 
And who in Hellas minded a few flies? 


Traveinc peddlers set up their pitch in 
the place. Genuine Oriental rugs. Silk from 
China. Big bargains, lady! And perhaps a 
hot bracelet, or a jug of something good for 
what ails you, right off the boat! 

If the town was very tony, the 

<3) agora included a barber who also 
prescribed for bellyaches; a scribe 

to write letters; a hairdresser, a girl who 
washed feet and tinted toenails; a fortune 
teller who used birds’ entrails instead of 
tea leaves; silversmiths, florists, perfumers; 
cloth. merchants, sandalmakers; lawyers, 
horsetraders,money changers, pawnbrokers. 


Hungry, thirsty, lonesome or lovesick, 


- wanting a job or a laugh, people went to the 


agora. Wandering players put on their acts, 
passed the hat. The recruiting sergeant 
showed the boys his armor, and the girls his 
muscles. The couriers camein with 
flash news only a few days old: 
Minerva Day games, Syracuse 6, 
Uticao. Pellopedes wins Marathon. Socrates’ 
latest crack. Our side still ahead in Persian 
War...In the corners, the longhairs sounded 
off on assorted Big Ideas. The Greeks were a 
progressive people, didn’t miss much! 


To tHE Acora, came the politicians and 
passed out platforms, promises, free drinks. 
And the people compared notes for months 
afterwards. The agora became a place for 
assembly, later the name of their Congress. 

ThustheGreekscombined commerceand 
culture, news and necessities, bargains and 
bigideas, government and groceries, pleasure 
and principles in the agora. And the Greeks 
led a full life unless History deceives us! 

Too bad we haven’t something like the 
agora now?... But we have! We don’t go to 


the agora, because it comes to us! 

’ Our agora is the daily newspaper—the 
public assembly of news, entertainment and 
trade. We, too, mix culture, commerce and 
current events. 

Newspaper advertising ranks with news 
in public interest—because it tells people 
what they want to know—now, today, right 
away. It calls for action, and gets it! Did 
you know department store advertising is 
read by more women than war news? 

Newspaper advertising sells—as the last 
a intermediary between public want 
opin supply; intercepts impulses 

responsible for the purchase; and 
directs vague, indefinite desires to definite 
conclusions, specific sales. 


Peruars you have nothing to sell just 
now?... But when markets open again and 
the dammed up demand breaks, newspaper 
advertising can give you the representation 
you need before the public makes its choice, 
and spends its money. 

Put the newspaper in your program now 
—before the big rush of buying starts! 


Che Philadelphia Mnquirer 


.. . the first advertising medium of Philadelphia . .. This advertisement is one of a series in behalf of newspaper 
advertising ... and is available to any newspaper for reproduction or publication, without credit... 


NaTIoNAL ADVERTISING REPRESENTATIVES: Osborn, Scolaro, Meeker & Co., New York, Chicago, Detroit, St. Louis; Keene Fitzpatrick, San Francisce 
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All-out War Theme 
Series Launched 
by Budweiser 


St. Louis, May 24——Anheuser- 
Busch, Inc., St. Louis brewer, has 
inaugurated, in newspapers, maga- 
zines, outdoor and trade publica- 
tions, one of the most extensive, 
sustained campaigns ever devoted 
to home front war themes by a na- 
tional advertiser. 

Contrasting the problems faced 
by Americans today with those of 
our pioneer ancestors, the cam- 
paign will emphasize Food Fights 
for Freedom; conservation of tires, 
gasoline, fuel and railroad trans- 
portation; household salvage; war 
bonds; community drives; wom- 
en’s role in war; neighborly coop- 
eration, and general morale. 

One early advertisment, for ex- 
ample, points out that “rationing 
came over on the Mayflower.” An- 
other, portraying a group of Pil- 


grims, carries the headline, “Not 
an A-Card in Ye Group,” and 
adds: “Wherever they went, they 
walked—on guard at every step. 
Hardships taught our forefathers 
the virtue of self-reliance and the 
need for cooperation.” <A third, on 
the hardships of pioneer women, 
bears the headline, “You Know 
the Minuteman—Now Meet the 
Missus.” 


Ties in with WAC 


The campaign, to run through 
next December, will tie in with 
themes on the docket of the War 
Advertising Council. It will ap- 
pear, through D’Arcy Advertising 
Company, in 29 national magazines 
and 13 farm publications with com- 
bined circulation of 37,500,000; in 
1,451 newspapers in 1,104 cities, 
with circulation of 34,859,000, in 
6,000 24-sheet posters in 1,480 
cities and towns, and in various 
trade publications. 

Discussing the background of the 
campaign, Adolphus Busch, presi- 
dent of the company, said: 

“First, we felt that if the prob- 
lems of the hour were presented as 
parallels to those of our pioneer 
forefathers who built America, their 


Thinking Americans Today... 
ARE NOT TOO FREE WITH FREE SPEECH 


feporient plane by pacing together bitte 
eke craps of offhand wntormation There ut 
me nah Ang Oe Smet pansy 


‘Budweiser 


AMnEUSER-BCUSECHoee 


CONTRAST — Problems faced today 

and those met by America's ancestors 

are contrasted in the campaign under- 

taken by Anheuser-3usch in support of 
home front war themes. 


on 
- 
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significance would be more quickly 
understood, resulting in universal 
cooperation. No American citizen 


is unacquainted with the fact that 
our country’s greatness stems from 
self-sacrifice, courage, resourceful- 
ness, frugality and self-reliance of 
our forebears, far beyond anything 
that we today are asked to do. 


‘Excellent Investment’ 


“Secondly, we believe that not 
only is it the self-evident duty of 
national advertisers to assist in 
spreading information and inspira- 
tion that will keep readers con- 
stantly aware of their home front 
obligation, but it would be in ques- 
tionable taste in this hour of our 
country’s crisis to devote our ad- 
vertising effort exclusively to prod- 
uct exploitation. 

“Thirdly, we believe that a cam- 
paign such as ours is an excellent 
investment in the future. It is 
comparable to buying a war bond 
because it is not an outright dona- 
tion but a wise loan at double in- 
terest—interest on the investment 
plus preservation of our American 
way of life. We believe that the 
current Budweiser series will con- 
tribute to our nation’s unity, and 
will enhance the reputation of An- 
heuser-Busch and add to the pres- 
tige of our product.” 


ASSISTING ARTIST 


Virtually every notable musician of our time 
uses the Steinway piano exclusively. 


At more than 90% of all public concerts in 
New York City alone, the piano is a Steinway. 


We have been associated with Steinway & 


Sons for over 43 years. 


N. W. AYER & 
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not be abundant, becsuse the paper and 
boxboard used 10 supply our fighting forces 
cannot be salvaged on the battle froou. 
Every wholesaler and retailer owes it to 
our nacion and wo himself t co-operate Ali 
aterm. ama, 


(stage money, of course) to show hu ueer 
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AIDS PAPER SALVAGE—Current busi- 

ness paper advertising of Anheuser. 

Busch supports the paper salvage pro- 

gram with this appeal to wholesalers 
and retailers. 


23,400,000 Catholics 


Catholics in the United States, 
Hawaii and Alaska now number 
23,419,701, an increase of 474,454 
over last year, according to the 
1944 “Official Catholic Directory,” 
published by P. J. Kenedy & Sons, 
New York. The volume gives com- 
plete statistics on the church 
hierarchy, as well as on all Cath- 
olic schools, institutions, hospitals, 
etc. 


Schafer Promoted 


Ward R. Schafer, formerly man- 
ager of the range sales division of 
Edison General Electric Company, 
has been appointed regional sales 
manager of the western region, 
with headquarters in San Fran- 
cisco. 


San Francisco 
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- Combines completeness of 
‘Verage of the Washington scene 
"ith accuracy and vision that 
fe unapproached. I don't know 
how you do it." 


-S. Baldwin, Advertising Manager 
DIAMOND T MOTOR CAR COMPANY 


a 


People often are “amazed” at the accuracy 
of The United States News. It’s no acci- 
dent ... The largest trained staff of its 


kind in the world; acquaintanceships of 


long standing with the men who make 


the news; knowing where to go for news 
before it is news .. . Seasoned and ma- 
tured, the staff concentrates on accuracy 
first. Head men expect accurate infor- 


mation... 200,000 get it........ 


Every week and week after week the im- 
portant news of national affairs is spot- 
analyzed in pictures, Pictograms and in 


simple English—clear, crisp, concise. 


Daniel W. Ashley 
Vice President in charge of Advertising 


———— 


NEWS OF NATIONAL AFFAIRS—more than ever tmportant in the periods that lie ahead 


=e d 
4 es ts - if i e 
hie ' Boo. 
_. ait roe 
A o ws ate 
: i mi — tat. 
H ‘ss ‘ pe : 
aN % . : INE Se a a SS Se ee a a = SS Sas as SS oa le 
ee BO, 8 ; — ee eS en Ss Te SOF SF AF SE FF Ct *- peal aii 
4 } : , 4 Bf ge ‘ Ye 
Vv 3 _ 
\ 4 vA o. ira > . 2 = a 
. Ff - 
a yw 1 H r ’ a 
we = : es é 
=. Z eee 
. > oe 
es: aoe 
=) ° -= . 
454 ‘ J 
the a ‘“ a 
Pa y “ieee 
m- % Pee 
rch , a a oe - 
th- ee | 
7 . a ae - 
of | ae 
ny, : ae 
ales , , +2 
ion, A + , 
an- Peisor - at 
*). iz 
0 Sige e P. we 
e _ Saas 
* a 
: a 
| a 
i i ih = 
4 age’ : 
* | i 
LT enc : 
THE 
; nited ie.” 
: tates | 
* 


i i. , 
lay yee 


10 


Langley Named President 
of Dotted Line Club 


Kenneth J. Langley, Oil & Gas 
Journal, has been elected president 
of the New York Dotted Line Club 
of Associated Business Papers. 
Vice-president is C. H. Ober of 
Iron Age. Don Nichols of Ahrens 
Publishing Company was named 
program chairman. 

The club is composed of adver- 
tising representatives of ABP 
member publications. 


STANDARD 


STUDIOS INC. 
540 N. MICHIGAN AVE. » CHICAGO 
WuHltehall 5355 


Point of Purchase 


Group Names Officers 


George L. Rose, Mounting & 
Finishing Company, New York, 
has been elected president of Point 
of Purchase Advertising Institute. 
George C. Kindred, Kindred, Mac- 
Lean & Co., New York, is vice- 
president, and Homer H. Johnson, 
Snyder & Black Company, New 
York, is secretary-treasurer. 

Clifford E. Holder is executive 
secretary of the organization, 
which plans to devote its princi- 
pal efforts for the following year 
to informing members of the paper 
and paperboard situation with ref- 
erence to window displays and 
other point-of-purchase material, 
and to formulating research plans 
for the future. 


Flaherty to Hicks 


Robert H. Flaherty, at one time 
advertising manager of Anheuser- 
Busch and Pabst Brewing Com- 
pany, and more recently with 
D’Arcy Advertising Company and 
Arthur Kudner, Inc., has joined 
the staff of Joseph W. Hicks, pub- 
lic and industrial relations coun- 
sel, Chicago. 


Plastics to Boom 
Textile Industry, 
Buyers Are Told 


Chicago, May 23.—Unnumbered 
developments in the field of syn- 
thetics will offer the textile indus- 
try amazing opportunities after 
the war, John Alden Spooner, 
vice-president of Textron, Inc., 
New York, forecast at the opening 
of the six-day fall and winter 
apparel market here yesterday. 

Reporting the synthetic textile 
mills immediately convertible to 
civilian goods, Mr. Spooner as- 
serted that the knitting of nylon 
hosiery, for example, can begin a 
week after the last Army contract 
is completed, with retailers re- 
ceiving the stock three or four 
months thereafter. 

He predicted a “brilliant future” 
for Aralac, the protein fiber made 
from milk, which is described as 
“the closest thing to wool yet pro- 
duced.” Rayon, he said, in 1944 


will represent 11.3% of the total 
textile production, with not enough 
being produced to meet even a 
small part of the civilian demand. 
Nylon, he predicted, will drive silk 
from the market. 

Then, he declared, there is 
Fiberglas, a mineral fabric spun 
into fine filaments from melted 
glass that is used for insulation 
purposes; Soyon, made from soy 
beans, “which show profound po- 
tentialities’; Vinyon, whose wet 
strength is equal to its dry strength 
and which can be used after the 
war in waterproof clothing, fire 
resistant awnings and upholstery; 
and Saran, used in upholstery and 
window screens. It resists corro- 
sion, is stainless, non-inflammable 
and its colors are sun-fast. 

Tire manufacturers using viscose 
rayon cord, added Mr. Spooner, 
maintain that it will lengthen the 
life of a tire to 100,000 miles. 


Buyers Get Allotments 


Meanwhile, buyers from 31 states 
and Canada, inspecting more than 
450 lines of women’s, infants’ and 
children’s wear and accessories on 
display, were assured by J 
Stewart, trade promotion man- 
ager of the Merchandise Mart, 
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AMUSEMENT PAGE 


1) SHOULD “ERTAINLY 


IT'S TER CIFIC! 


RAVAGED EART 


a better name would be amusement "BIBLE" of America's 
11th market ... every suburban movie theatre but two .. . in the 29 city zone com- 

munities . . . is represented on this page . . . every day .. . most of them exclusively. 
Pulling Power? We found that answer in a hurry when the show titles were omitted 

from the directory (to save paper) . . . movie-goers raised such a fuss at the city and 
suburban theatres those "names" had to be put back . . . because they de- 


pend on the "News" for “what's at the movies tonight!" 


Another reason why 


the Newark Evening News, with the LOCAL as well as the 
METROPOLITAN slant, is one of the most influential advertising media in America. 


Newark New Jersey 


NEWARK EVENING NEWS 
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that they will get their allotment 
this quarter. In most cases the 
allotment will be as much as las 
year’s, he said, adding that “go 
manufacturers have indicated tha 
if their present production scheq. 
ules can only be maintained, the 
may be able to allow some slight 
leeway in re-orders later in the 
season.” 

Despite a government allotmen; 
of some additional cotton yarg, 
for infants’ and children’s gay. 
ments, he revealed, “the industry 
is still handicapped by labo 
shortages, new demands by the 
Army for cloth, and the difficulty 
of replacing old and worn out ma. 


chinery.” Making a style note 
Mr. Stewart said that “manufae. 
turers are going in for colors thi 
year more than ever before jp 
women’s fashions.” 

More all-wools and new woo 
will be included in medium anj 
low-price lines, John C. Goodall 
general manager of the Mart, said 
One manufacturer of low-prig 
clothing expects to use some 4jj 
wool jersey for the first time jp 
several years. 


Hills Coffee Offers 
Home Canning Seal 


Hills Bros. Coffee, Inc., Sap 
Francisco, has resumed newspaper 
advertising in the Chicago and 
central territory with large-spac 
black and white copy featuring 
vacuum-packed jars and the fa. 
miliar slogan, “Now that’s what] 
call good coffee.” 
A secondary feature of the ad. 
vertising is a tie-up with the home 
canning program, in which Hil 
suggests the use of its jars in can. 
ning, and offers a packet of 12 one. 
piece sealing lids for 10 cents. 


Newport Ships Appoints 

Newport Ships, Newport, Fla, 
has placed its account with Kircher, 
Lytle, Helton & Collett, Dayton 
Gordon Cloyd, formerly with 
Geyer, Cornell & Newell, ha 
joined the agency as a copywriter 
and account executive. 


ACTIVE 
SALT LAKE 
MARKET 


S. S. FOX 
President and General Manager 


JOHN BLAIR & CO. 
National Representative 
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WHEN a newspaper, such as The Chicago Daily News, 


has earned for itself over a million reader-friends it becomes an advertising medium with what 


is commonly termed Mass Circulation. But that does not mean The Daily News audience is an 
indiscriminate conglomeration which evades definite classification. It has Mass Circulation, yes 
—but selected Mass. The Daily News circulation represents a cross section of the most desir- 
able proportions in relation to the buying potentials of Chicago's various residential districts. 


By reason of this fact, among many others, advertisers recognize The Daily News as Chicago's 


BASIC Advertising Medium 
THE CHICAGO DAILY NEWS 


FOR 68 YEARS CHICAGO'S HOME NEWSPAPER 
ITS PLACE IN THE HOME IS ONE OF 
RESPECT AND TRUST 


DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO NEW YORK OFFICE: 9 Rockefeller Plaze 
DETROIT OFFICE: 7-218 General Motors Building SAN FRANCISCO OFFICE: Hobort Building 
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Planning with Suppliers 


One way to get postwar plan- 
ning down on a practical basis 
which will convert general poli- 
cies into specific action is to adopt 
the program initiated by General 
Motors Corporation, which re- 
cently conducted in Detroit a ma- 
chine tool clinic attended by 175 
executives and engineers repre- 
senting this basic industry. The 
clinic not only discussed designs 
and standards for new machine 
tools, of which GMC will order 
10,000 as part of its half-billion- 
dollar reconversion program, but 
gave special attention to servicing 
problems which it would like to 
have the machinery men help 
lick. 

To show how seriously General 
Motors approached this situation, 
a movie and series of slide films 
were shown, reflecting in great 
detail the difficulties which main- 
tenance men meet in servicing 
machine tools. 

“Shots were shown of machines 
whose motors were so inaccessible 
as to make their removal a 
lengthy, arduous job,’ reported 
The Iron Age. “Others had their 
electric control panels badly placed 
—near the floor, for instance, 


where oil seeped into them. Others 


had push button controls located 
where the operator had to reach 
for them past moving parts, creat- 
ing a safety hazard. Others by 
their nature splashed oil or chips.” 

Sitting down with suppliers to 
talk over reconversion problems, 
and endeavoring to develop meth- 
ods, machines and materials which 
will produce better and cheaper 
products, is an operation which 
need not be confined to any one 
type of industry. Every company 
is dependent to a large extent on 
the skill and ingenuity of the 
manufacturers on whom it draws 
for equipment, materials and sup- 
plies, and improvement in nearly 
all directions is usually possible as 
a result of operating experiences. 

When industry reaches the point 
in its planning where conferences 
with all classes of suppliers can 
be undertaken, it is obviously 
ready to change general plans into 
specific programs. Here is an area 
of activity which should appeal to 
many classes of manufacturers, 
including all advertisers, because 
conferences of this kind are bound 
to lead to improvement in per- 
formance which will be reflected 
in better, cheaper and more 
salable products. 


Insurance Advertising Reform 


Insurance has developed into 
one of the most important classi- 
fications of advertising, and for 
that reason insurance underwrit- 
ers are properly concerned with 
the type of advertising done by 
all companies in the field. Some 
current health and accident insur- 
ance advertising, especially that 
which promotes mail order sales 
through radio and _ publication 
copy, has been of such a question- 
able character, from the stand- 
point of misleading buyers as to 
the extent of benefits and coverage 
offered, that it has attracted not 
only the unfavorable attention of 
a large part of the public, but also 
the insurance commissioners whose 
responsibility it is to license and 
supervise insurance operations in 
their respective states. 

The state insurance department 
of Illinois, for example, has just 
announced seven new rules gov- 
erning the advertising of health 
and accident policies, which are 
the result of cooperative action by 
the companies and the department. 
The rules, if lived up to, should 
be extremely helpful in avoiding 


the overselling of specific policies 


which has resulted in so much 
public dissatisfaction and criticism, 
and which has tended to injure 
the good reputation of all insur- 
ance companies. 

No. 1 is typical of the new rules: 

“No policy shall be advertised 
unless the copy truly and fairly 
represents the benefits provided, 
nor unless it is designed to avoid 
untrue and misleading conclusions 
to be drawn regarding such adver- 
tised benefits.” 

This is a long step in the right 
direction, and it is to be hoped 
that the example of Illinois is fol- 
lowed by other states which are 
anxious to protect their citizens 
from high-pressure selling of poli- 
cies which through advertising 
promise far more than they are 
capable of delivering. Those who 
lose as the result of such misrep- 
resentation usually can least afford 
the loss, and their ultimate dis- 
illusionment constitutes a black 
eye for all legitimate insurance as 
well as the unworthy. 

Health and accident insurance 
is desirable, but advertising claims 
for these policies must be made to 
fit the facts. 


—Pepsi-Cola Company 
record in the save paper drive." 


Explains Gift 

One of the most interesting 
pieces of copy this department has 
seen for a long time is the news- 
paper ad run by Eastman Kodak 
Company in Rochester papers May 
10 to explain its reason for con- 
tributing to the annual Commu- 
nity Chest fund. 

As F. C. Ellis, of Eastman’s pub- 
lic relations department explains 
it, “Kodak’s annual contribution 
to the Community Chest, as an- 
nounced annually by the Chest 
and played up prominently by 
local papers, remained on the level 
of cash: just such and such a 
number of paper dollars. The 
newspaper statement is an effort 
to remove the gift this year from 
that level and interpret it in the 
human terms that actually moti- 
vate Kodak’s contributions. 

“In an effort to avoid any im- 
pression that the statement was 
designed to capitalize on Kodak’s 
gift to the Community Chest for 
the aggrandizement of the com- 
pany, informal, memorandum- 
style presentation was used, and 
inclusion of the amount of the gift 
was omitted. The amount, $225,- 
000, had been printed as news the 
day before.” 

The ad itself explained that 
George Eastman once expressed 
his ideal for Rochester, “To make 
it a safer and more attractive 
place to live for everybody,” and 
went on: 

“The words appeared in the 
course of a letter about improving 
the city’s facilities for health and 
the common welfare. They de- 
scribed one of the controlling mo- 
tives of Mr. Eastman’s life: a pur- 
pose for which he contributed 
large sums of money and gave lib- 
erally of his keen intelligence. 

“The reason was not mere local 
pride. Through personal experi- 
ence up the ladder of achievement, 
George Eastman knew the needs 
of the people of Rochester. For 
them, his fellow citizens and his 
associates in Kodak, he wanted the 
advantages and the improvements 
that would make Rochester a com- 
munity ... not just a city; that 
would assist Rochester people in 
living . . . not just making a living. 
Kodak continues its founder’s be- 
lief in the Rochester Community 
Chest as one of the most effective 


means of attaining these objec- 
tives. 

“That is why the success of the 
annual Community Chest cam- 
paigns is a concern of the East- 
man Kodak Company; and that is 
why Kodak has contributed sub- 
stantially to the Chest in past 
years, in addition to the very large 
aggregate contributions of Kodak 
people as individuals. 

“Now, even more than in time 
of peace, Kodak as a company has 
reason to support the Community 
and War Chest. More than 11,000 
men and women have gone forth 
from Kodak to the armed forces; 
6,600 from Rochester alone. Ro- 
chester must be kept a good place 
for them to come home to. Mean- 
while, their own well being and 
comfort in the service are fostered 
by the USO and other organiza- 
tions sharing in the Community 
Chest budget. 

“These are the reasons—on the 
home front and on the war front 
—why Kodak is again contributing 
to the Rochester Community and 
War Chest.” 


Jottings 

“It makes me feel good, like 
drinking a cocktail or doing any- 
thing that I enjoy.” So said Alice 
Carver, former Powers model, of 
Camel cigarets, before an FTC 
hearing at which R. J. Reynolds 
Tobacco Company was _ charged 
with misleading advertising in its 
promotion of Camels. . 

For some time Canada Dry has 
been playing up the “pin-point” 
carbonation qualities of its water 
in its advertising. Lambert 
Pharmacal Company recently 
started a test campaign for Lis- 
terine toothpowder in which copy 
tells of a new formula for “pin- 
point” cleaning. For some reason 
the campaign was suddenly can- 
celled... . 

The brushless shaving cream 
people don’t say much about it, 
but Ernie Pyle reports from over- 
seas that the soldiers find the 
product ideal for sun and wind- 
burn, fleabites, chapped hands, 
cracked fingers, and _ especially 
good for massaging feet once a 
day as a preventive against the 
dreaded trench-foot. “It’s a shame 
somebody doesn’t shave with it 
once in a while,” says Ernie. . . 
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The following documents May 
secured without charge from cop, 
panies sponsoring them, or throug, 
ADVERTISING AGE, by any nation, 
advertiser or advertising ageng 
executive writing on his busines 
letterhead. 


No. 2339. The First Reader, 


Subtitled “What Every Adve, 
tising Executive Should Knoy: 
this 16-page illustrated folde, 
demonstrates how the U nite; 
States News filled a need in jj 
field, lists the services it offe, 
and presents figures on its circu. 
tion. 


No. 2340. Delicatessen. 


The character, scope and trenj/ 
of the market, as well as its cove 


age of the trade, are set forth —— 
this folder, compiled by Deligi Under tl 
tessen. onsist of f 

4 rotating 
No. 2341. WLAW Coverage Magmanner of 


ommissior 
sts in bro 
ould be « 
ould serv 


Station WLAW, Lawrence 
Mass., presents maps of its day 
time and nighttime coverage , 


the New England market in Conform: 
four-page folder, as well as tif the FC 
population of cities and towlvanced at 
within the area. inter, the 

jeath pows 
No. 2342. The Significant PeoplMfraction of 


ed, with 


Termed a report on the “Nose 
procedure 


survey of Newsweek families, th 


brochure details facts assemblages. The 
after “Nosey” visited 50,000 Newgpower to r 
week families by mail and drewgp"4 violat: 
14% response. Results of tig While th 
filled-in questionnaires were tabyeDited fro 
lated by Fact Finders Associate of lic 
Inc 0 power t 

: anner aft 


No. 2343. Textiles—Consume 
Panel Report. 

This 56-page booklet summa 
izes consumers’ experiences wil 
their textile and clothing pu 
chases as revealed in a_ surve 
completed by the product use a 
development division of G@ 
Housekeeping. 


No. 2338. The National Broada 
ing Company in 1943. 

The story of NBC’s contri 
tions to the war effort and f 
effect war had on its varied acl 
ities last year is described byf@ 
network in this illustrated fold 
which also lists NBC affiliates a 
clients during 1943. 


marized in the current Ameri 
Home poll covering replies 
questions sent to the 2,119 m@ 
bers of the reader-consumer pal 
in March, 1944. 


No. 2327. National Humane 4 


No. 2334. Merchandising 
Morale. 0 
The story of the Army Excha <osetagd 
Service—the post exchange, gain 
merchandise, operations, sped 1940 
services, profits, etc.—is told the N 
this 36-page bookket published The | 
Post Exchange. has 4 
h 
No. 2335. Industry Speaks. wt he 
The views of leading industtl State 
ists on Corpus Christi’s postw : 
future, as well as current stat Ky, 
tics on its trade area, are presenl VOC 
in this volume by the Corp blanke 
Christi Caller-Times. Empir 
No. 2336. American Home Reat ie 
Consumer Panel, ISSO 
The postwar demand for vari sas. 
goods and other data are Ss | easces: 


view. 
The official magazine of § 
American Humane Associa 


which has just changed its p@ 
and is now accepting advertisl 
has issued a brief review off 
association, the National Hw 
Review, founded in 1912, and] 


market this publication serves 
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Commercial Ban 


on Newscasts to 
(fall Radio Bill 


Washington, D. C., May 25.—A 

proposal to prohibit the sponsor- 
ship of news broadcasts and com- 
mentators loomed today as the 
principal obstacle to the enact- 
ment of new radio legislation 
which would spell out the powers 
of the FCC over the business 
Baspects of radio, and at the same 
time vastly reorganize the ma- 
Achinery of the Commission. 
‘B News services and commenta- 
ors reacted sharply against Sen- 
stor Burton K. Wheeler’s proposal 
that all news periods be sustain- 
‘fing, but other provisions of the 
thoroughly revised White-Wheeler 
pill were apparently satisfactory 
to both industry and administra- 
Btion officials. 


Would Be 5 Commissioners 


Under the bill, the FCC would 
onsist of five commissioners, with 
» rotating chairmanship, in the 
anner of the FTC. Two of the 


| Met mmissioners would be special- 
eNnCHts in broadcast matters and two 
; daiwould be devoted to carriers. All 
ige @would serve five-year terms. 


Conforming to the suggestions 
pf the FCC Bar Association ad- 
anced at prolonged hearings last 
yinter, the Commission’s life and 
jeath powers over stations for in- 
@fraction of rules has been modi- 
ed, with a “cease and desist” 
ymprocedure replacing arbitrary 
‘hiamines. The Commission retains 
power to revoke license on a sec- 
pnd violation, however. 
While the Commission is pro- 
‘Mmibited from regulating the busi- 
Mess of licensees, and shall “have 
0 power to censor, alter or in any 
anner affect or control the sub- 


9 out of 12 


Counties in Oklahoma 
showing population 
gain in 1942 over 
1940 census* are in 
the Magic Empire. .. 
The Magic Empire 
has 48% of Okla- 
homa's population* 
with 47% of the 
State's effective buy- 
ing income.** Only 
KVOO completely 
blankets the Magic 
Empire plus rich bonus 
counties in Kansas, 
Missouri and Arkan- 
sas. 


Sources: *The Market Data 
Book, 1942 Revised 
Population Figures. 


**Sales Management 
1943, Survey of Buy- 
ing Power. 


: {WARD PETRY 
pean 


stance of any material broadcast 
by any radio station,” it retains 
its right to review the operation of 
the station to determine whether 
it is conducted in the public in- 
terest. 


Would Ban Discrimination 


The bill also writes the Com- 
mission’s network monopoly regu- 
lations into law. It bans discrimi- 
nation by the FCC in the granting 
of licenses on the basis of the busi- 
ness in which the applicant is en- 
gaged. A “declaration of policy” 


suggests that free time should be 
provided for discussion of contro- 
versial issues, as provided in the 
NAB code. The bill puts a 50,000- 
watt ceiling on station power. 

The bill is scheduled for further 
discussion before the interstate 
commerce committee today and 
Wednesday. Despite the _ short 
time remaining before the summer 
recess, supporters are hopeful that 
the news sponsorship and other 
kinks can be ironed out in time 
for passage during this session of 
Congress. 


Petri Buys Tulare 


Petri Wine Company, San Fran- 
cisco, has purchased a majority 
stock interest in Tulare Winery 
Company, Tulare, Cal., with J. W. 
Brown & Associates, Seattle, buy- 
ing the remainder. Angelo Petri, 
chairman of Petri Wine, will be 
president of Tulare, and J. W. 
Brown vice-president. 


Fenster to WOR 


John Fenster, recently honor- 
ably discharged after three years 


13 


in the Army, has joined the sales 
staff of WOR, New York, replac- 
ing C. N. Van Auken, who re- 
signed to join the Biow Company, 
New York agency. 


NEW STATISTICAL ABSTRACT 
Florida’s 67 Counties 119 Towns and Cities 


A complete compilation indis- 
pensable to agencies, research 
companies, post-war, industrial 


and agricultural planners and in- 
vestors. $3 per copy, check with 
order. 
Florida State Chamber of Commerce 
Hildebrandt Bldg., Jacksonville, Florida 


YOU HAVE MANY 


than in any other magazine. 


for news gave Business Week the ability to use the breaks. 


the story till Thursday night and Friday morning editions. 


Truer than rumor, faster than news! 


When, in the second week of May, Selective Service decided on a 
deferment policy that would stand for a while, luck gave Business 


Week the calendar breaks over all other magazines. But a keen nose 


Our Washington editors got the new deferment facts on Wed. the 
10th . . . digested and interpreted them that night in terms of cur- 
rent business executive problems — and the report ‘Draft Shuffle” 
was in Business Week roughs Thurs. the 11th, and on its way to readers 


next day. Faster than news! For even the newspapers couldn't handle 


For the management-man, matters like the draft are hot matters. 


Business Week gets him the news — and tells it . . . on the double! 


a 
| THINGS TO SAY TO MANAGEMENT-MEN 


BEST PLACE TO SAY THEM 


Business Week is the one news magazine which is all business, its editors all 
business writers, its readers all business men. Business Week is sold only by 
subscription. And Trend Studies prove that per dollar you can reach more (and 


more) management-men throughout all business and industry in Business Week 


Tue NEwWS-BASE OF MANAGEMENT'S DECISIONS 
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1924 


O women} loom larger than ever today 


in your sales plans? If they do, you can 
sell more to them when your advertising runs 
in the medium which has the attention and 


‘confidence of more women. 


Because it delivers a product which offers 
women more of what they want in a news- 
paper, the Tribune, every day of the week, 
delivers the largest constant audience of 
women which can be reached in the Chicago 


Percentage of expenditures placed 
by retailers to advertise women- 
appec! merchandise in each Chicago 
newspaper: 

Year 1943 


Tribune Paper A Paper B Paper C Paper D 
48.2% 17.9% 14.9% 11.7% 7.3% 


On weekdays, Chicago retailers in 1943 placed in the Tribune more of their ex- 
penditures to advertise women-appeal merchandise than they placed in any 
two other Chicago daily newspapers combined. On Sundays, they placed in the 
Tribune more than twice as much as they placed in all other Chicago Sunday news- 
papers combined. Daily and Sunday combined, they placed more in the Tribune 
than they placed in any three other Chicago newspapers combined. 


DO WOMEN LOUK O166L 
10 YOU TOUAY 7 


1934 


market thru any medium. 

On weekdays, women’s attachment for 
the Tribune weighs heavily in rolling up a 
total circulation which in April averaged in 
excess of 935,000 net paid. This was from 
445,000 to 620,000 more than delivered by 
other Chicago daily newspapers—and more 
than any two other Chicago daily news- 
papers combined. 

On Sundays, Tribune total circulation dur- 
ing the same month averaged more than 
1,300,000 net paid—or from 325,000 to 
900,000 more than delivered by other 


Chicandd: 


THE WORLMREAT 


IT PAYS TO ADVERTIN TH 
NEWSPAPER MO#EOPL 
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1944 


Chicago Sunday newspapers. 


rt Retailers selling to women make plain 
that the Tribune is the Chicago newspaper 
n from which women are accustomed to buy 
in greater volume than from any other me- 
Ny dium here. 
re By placing in the Tribune in 1943 more of 
s- their total expenditures for advertising of 
women-appeal merchandise than they placed 
f- in any three other Chicago newspapers com- 
in bined, these retailers affirm decisively that it 


pays to advertise in the Chicago newspaper 


more women read and want. 


( J rib WINE 


RLARREATEST NEWSPAPER 


RTIN THE CHICAGO 
MOBEOPLE READ AND WANT 


To sell to women, drug stores and the toilet goods and drug depart- 
ments of department stores in 1943 placed in the Tribune more of 
their advertising budgets than they placed in all other Chicago 
newspapers combined. 


Tosell hosiery, corsetsand brassieres,department stores in 1943 placed 
in the Tribune more of their promotion budgets than they placed in 
any two other Chicago newspapers combined. The newspaper which 
isso effective in selling these items to women is the one for you to put at 
the top of your list for advertising any woman-bought merchandise. 
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Monsen Moves 

Monsen - Chicago, typesetting 
organization, will move into a new 
modern plant at Wabash and IIli- 
nois Sts. early in June. 


For Signs of 
the Future 


by 


SIGH CO, LIMA, ONTO 


Rambeau Adds Livingston 


John R. Livingston, formerly on 
the sales staff of WRJN, Racine, 
WBIZ, Ottumwa, and the Iowa 
Broadcasting System, has joined 
the Chicago sales staff of William 
G. Rambeau, radio station repre- 
sentative. 


Christoffers to ‘Elks’ 

A. E. Christoffers, formerly pro- 
motion manager of Southern Agri- 
culturist and Paul Block & Asso- 
ciates, has been named promotion 
manager of Elks Magazine. 


Mum Drive Expanded 


Comic-strip newspaper adver- 
tisements for Mum _ deodorant 
“have been so _ successful” that 
Bristol-Myers Company, New 
York, last week expanded the list 
of papers to a total of 150 in cities 
with a population of more than 
50,000. The deodorant is also pro- 
moted on “The Parker Family” 
weekly series on the Blue Network 
and varied size ads are’ used for 
Mum in 28 general magazines. 
Pedlar, Ryan & Lusk, New York, 


is the agency. 


Roy Shifts Johnson 

Robert Johnson, for the past 
four years West Coast representa- 
tive for Ross Roy, Inc., has been 
shifted to the Detroit office of Ross 
Roy to handle publicity on the 
Dodge truck account. 


Katz Joins Agency 

Bernard Katz, for the past 10 
years advertising manager of 
Hearn’s Department Stores, has 
joined Brown & Gravenson, Inc., 
New York agency, as vice-presi- 


dent. 


ip re pe 


ey = Said Captain William Bligh in 1789: 
| ‘Wr Chrrristian will be 
Yardarm-Hung, Sun-Broiled. 
Bird-Katen!l 


Had Time been published in 1789, this is how Captain Bligh 


might have shouted hi 


s vengeance at Fletcher Christian—who led 


the mutiny on the Bounty and cast Bligh and 18 others adrift on 


Great Travelers of Yesterday 


the Pacific in an open boat almost 4000 miles from the nearest 
civilized port. For Great-Traveler Bligh would almost surely have 
been a faithful reader of TIME, as most travelers are today.* 


GREAT TRAVELERS OF TOMORROW 


Time readers have always traveled a lot more than most 


Americans. 


For they can afford to go places and do things—just as they 
drive better cars, live in better homes, own more and better 


home equipment. 


They have about twice as much to spend on themselves as 
average Americans. So, naturally, they spend a lot more on 


travel. 


For example, half of Time’s family-heads travel by plane 


TOPS WITH A MILLION FAMILIES 


(up to now they have flown more than 2% billion miles). 
Have you ever noticed how many more people you see read- 
ing TIME in Pullman cars and in the best hotels? TIME is the 
first choice magazine of travelers by sea, by land, and by air. 

That’s why Time has been the leader in travel, resort, and 
hotel advertising year after year for the past 10 consecutive 
years (except for one year when it was second). 

When you plan your postwar advertising campaigns, 
remember—TIME is tops with people who are going places! 


WHO ARE GOING PLACES 


* As Charles “Ca 


near u. 


in Bligh” Laughton is today. 
Says Laughton: “I think TIME has been doing a most 
magnificent job. Nothing else I read has come any- 
i ver since the war 


my wad TIME bound as the finest sort of histori- 


started, I’ve had 


Advertising Age, May 29, 194g 


Co-op Campaign 
Launched by 


Seven Food Co.'s 


New York, May 23.—Seven fogg 
companies which feature gift ppg 
miums with their products hays 
combined to launch a unique om 
operative advertising campaign in 
425 leading southern and northem 
newspapers, first insertions ap. 
pearing last week. 

The advertisers will presem 
and promote their premium pig 
for consumers whereby all commu 
panies will honor each other’s g 
certificates, enabling customers § 
use coupons from many produgi 
rather than one type, as heretg 
fore. : 
In the South the cooperatijaaams 
products listed in the ads inclug 
Octagon soap products of Colgatm 
Palmolive - Peet Company, Bom 
den’s Silver Cow or Magnoll 
brand milk, Luzianne coffee am 
tea, Hearth Club baking powde 
and Ballard’s Obelisk flour. 

In the North, the products apg 
Octagon soap products, Borden's 
Silver Cow milk, La Rosa macq , 
roni products and Kirkman soapil 
products. All ads carry the sig Me 
nature of Octagon Premium Stores 
although, according to Ted Bates 
Inc., one of the participating agen. 
cies, which is handling publicity 
for the campaign, the seven con- 
panies maintain more than 2,80) 
premium stores and premium dis. 
tributors. 

Copy encourages consumers t 
purchase the premium-advertise 
products in groups, enabling 
coupon-savers to accumulate the 
gift-bearing coupons much mor 
rapidly than when they had to kk 
saved separately to be honored by 
each individual company. 


Hamilton-Beach Appoint 


Hamilton-Beach Company, divi- 
sion of Scovill Mfg. Company, has 
appointed Erwin, Wasey & @ 
Chicago, to handle advertising @ 
its household appliances ang 
motors. 


Adve 


subscripti 
jame___ 

ompany— 
Address__ 
ity and St 


ADVERTIS 


CANADAS 
MOS 
INFLUENTIA 
MAGAZINE 


* Largest magazine 
circulation 
* Largest volume of 
advertising 
* Vigorous editorial 
policy 
* Cover to cover 
readership 
* Read by the whole 
family 
* Strong influence 
with dealers 
* The choice for Can- 
ada’s expanding 
market 


MACLEANS 


481 University Avenue. Tore 


New York Chicago Montreal London § 
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dvertising Age: Please enter my 
subscription for one year and send me a bill for $2.00. 


Title 


ints ADVERTISING PUBLICATIONS, INC., 100 East Ohio Street, Chicago 11 
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Read by more women 
than the fashion pages... 


-the Sunday comics section 


Appearance and apparel are a major interest only for a minor 
audience of younger women... Other women rate children, homes, 
husbands, jobs, war work above fashions. . . 


Despite all their interests, most women read Sunday comics— 


followed by three out of four adults, as well as all children, read 
regularly, at home, every Sunday! . . . An audience rating that 
makes the Sunday comics section a cynosure for advertising, with the 
highest certainty of reception of any medium! 

And Metropolitan Group makes the Sunday comics section a 
truly national medium . . . bulks the circulation of 41 leading 
Sunday papers into one big 15,000,000 package . . . with better 
concentration than any other medium in the better buying families, 
in the better half of the national market! . . . Four colors, big space 
unit, low cost... One order, one piece of copy, one bill! ... Get 
better acquainted with Metropolitan Group to get better value 


for national advertising expenditures! .. . Call any office... 


Metropolitan Group... in mst none! novapaer neror 


Comics SECTION ADVERTISING in: Baltimore Sun * Boston Globe * Chicago Tribune * Cleveland Plain Dealer * Detroit News * New York News 
Philadelphia Inquirer + Pittsburgh Press + St. Louis Globe-Democrat * Washington Star * Des Moines Register * Milwaukee Journal 
Minneapolis Tribune * St. Paul Pioneer Press * © ALTERNATES: Boston Herald * Detroit Free Press * |§= New York Herald Tribune . 
\ St. Louis Post-Dispatch . Washington Post . OPTIONAL ADDITIONS: Buffalo Courier-Express ° Cincinnati Enquirer 
S\. Columbus Dispatch *  DallasNews © New Orleans Times-Picayune-States * |= Omaha World-Herald + Providence Journal 
SS Rochester Democrat & Chronicle . San Antonio Express . Springfield Union & Republican . Syracuse Post-Standard 
METRO PACIFIC: Fresno Bee * Long Beach Press-Telegram * Los Angeles Times * Oakland Tribune + Oregon Journal 
Sacramento Bee * San Diego Union San Francisco Chronicle + Seattle Times * Spokane Spokesman-Review * Tacoma News Tribune 
220 East 42nd Street, New York 17 @ Tribune Tower, Cuicaco 11 @ New Center Building, DeTrorr 2 @ 155 Montgomery St., SAN FRANCISCO 4 
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Lewin Moves Offices 


New York offices of A. W. Lewin 
Company have been moved to 40 
E. 49th St., where they will occupy 
the 20th and 21st floors. The 


JOIN A NETWORK! 


Exchanging confidential information on agency 
operating problems at conventions and by 


agency has been turned into ay. 


partnership and Sidney Matthew 
Weiss, formerly executive vice- 
president and New York manager, 
has been made a partner. 


Four Name Hirshon 


Hirshon - Garfield, Inc., Boston, 
has been named to handle adver- 
tising for Mt. Washington Hotel, 


Forest 
N. H. 


Jackson Matthews, who headed 
his own New York public relations 
and advertising firm until he joined 
the Army in September, 1942, has 


He now heads the public relations 


division of the Ninth Air Force 
base air depot area in England. 

Capt. Lee Larson, who in civilian 
life was president of Lee Larson & 
Co., Waukesha, Wis., outdoor ad- 
vertising company, has been pro- 
moted to major. He is a command- 
ing officer of combat crews at the 
Topeka Army air field. 

John W. Eddy, former local ad- 


rank of lieutenant commander 


Advertising Age, May 29, 1944 


with the naval reserve and ag. 
signed as executive officer at the 
naval air station, Charleston, S, ¢ 

Comdr. James G. Stahiman, 
publisher of the Nashville Banner, 
has been promoted to the rank of 
captain with the naval reserve 
Capt. Stahlman, who recently re. 
turned from a 35,000-mile mission 


to the Middle and Far East, is now 


on duty in Washington, D. C. 


ice in leading cities provides national seope, || bretton Woods, N. H.; Pilgrim been promoted to major. Maj.|vertising manager of the Gazette, John H. Sweet, on leave of ab. 
——— Sah ae ne . 4 -— Hotel, Plymouth, Mass.; Hotel|Matthews was with BBDO, New Schenectady, N. Y., and ex-presi-| sence as vice-president of Dickie. 
Louis, Washington and several smaiier cities, || Preston, Swampscott, Mass.; and| York, from 1927 until 1935, when|dent of the Schenectady Advertis- Raymond, Boston, has been pro. 
eT Te HE pee Wetdel, Bx. Ses., Hills Hotel, Franconia,|he formed Jackson Matthews, Inc.| ing Club, has been promoted to the| moted to lieutenant with the naval 


reserve, and Edwin E. Leason, for. 
merly sales manager and assistant 
treasurer of the company, has been 
promoted to major with the Army 
air forces. 

Fred Selzer, account executive 
with NBC’s national spot sales 
office, Hollywood, has reported as 
a lieutenant (jg) at the naval ip. 
doctrination school at Tucson, Ariz, 
He has been succeeded by Don 
Norman, formerly with KPO, San 
Francisco. 

Robert E. Finn, son of Joe Finp 
of Reincke - Ellis - Younggreen & 
Finn, who has been on the staff 
of John E. Lutz, Chicago news. 
paper representative, for the past 
10 years, has been commissioned 
a lieutenant (jg) in the naval re. 
serve, and has reported to Prince- 
ton University for training. 


Shift Cray, Cornell 


Frank Cray, vice-president and 
eastern district manager of Inter- 
national Printing Ink Division of 
Interchemical Corporation, has re- 
linquished his branch administra- 
tive duties to concentrate on post- 
war plans and customer contact, 
W. F. Cornell, formerly IPI sales 
executive in Cincinnati, has suc- 
ceeded Mr. Cray as eastern dis- 
trict manager. 


“NEW FACES” 


will people the postwar 


home furnishings scene 


L. A. Papers Appoint 

Floyd Maxwell, former public 
relations executive for the Wash- 
ington and Oregon Petroleum In- 
dustries Committee, has been 
named chairman of the Los An- 
geles Newspaper Publishers As- 
sociation. 


THERES NOT} - 
ANOTHER 
LIKE IT! 


According to the re- 
cent U. S. Census of 
Housing, radio ownership 
in Southern New England 
is far above the national 


average. 


@ There are going to be “new faces” on both sides of the selling-fence when 
home furnishings manufacturers are again able to produce for civilians. 


@ There'll be scores of new manufacturers—many of whose postwar plans 
have already been announced. 


@ There'll be new stores—and hundreds of “new faces” in all stores as a 
result of wartime turnover in personnel ... new buyers, merchandise man- 
agers, promotion people, etc. 


@ There'll be new products; new materials; new adaptations of old products, etc. 
@ All this sums up to one inescapable fact: 


@ Never in history has there been so great a need for news and ideas as home 
furnishings retailers will feel in the postwar period. 


@ News and ideas will be the medium through which new faces become 
familiar faces . .. among both retailers and manufacturers. 


@ To manufacturers alert to the need of acquainting both new and old “faces” 
with their postwar selling story, RETAILING Home Furnishings offers the 
fastest* contact with the greatest numbert of furniture, department, spe- 
cialty and chain stores handling home furnishings lines. 


RE TA I LIN G HOME FURNISHINGS 


*THE TRADE'S ONLY WEEKLY NEWSPAPER 
+ LARGEST CIRCULATION OF ANY NATIONAL 
HOME FURNISHINGS BUSINESS PUBLICATION 


Fairchild Building, 8 East 13th Street, New York 3, New York 


Radio can come closer to 


_——— a * 


giving your sales message 
100% coverage than any 
other medium. And radio 
in Southern New England 
means but one thing— 


Regional Network 
Represented by: WEED & COMPAN! 
New York, Boston, Chicago, Detroit, 5°” 


Francisco and Hollywood 
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Empire State to 
Open Industrial, 


Vacation Drives 


Albany, N. Y., May 24.—The 
slogan, “New York State Means 
Business,” will keynote the Em- 
pire state’s first industrial adver- 
tising campaign, which will break 
May 31. The promotion, on which 
almost $85,000 will be spent, is 
designed primarily to maintain the 


state’s business and industrial pre- 
eminence. 

Attracting of new enterprises, 
expansion of existing plant facili- 
ties and furnishing of employment 
to returned war veterans are other 


objectives. Six full-page inser- 
tions have been scheduled in 
Banking, Business Week, Dun’s 


Review, Fortune, Modern Industry, 
Nation’s Business, Newsweek, and 
the Pan- American edition of 
Newsweek, as well as in eight 
trade publications, the schedule 
for which has not yet been de- 
cided. In addition, 12 600-line 


insertions, at the rate of one a 
month for the next year, will 
appear in the New York Herald 
Tribune, Times and Wall Street 
Journal. 

On request, a four-color 48-page 
booklet describing the advantages 
of operating business in the state 
is to be sent to business and indus- 
trial leaders. 


Newspapers to Be Used 
A limited vacation-resort adver- 
tising campaign, costing approxi- 
mately $14,000, will open early 
next month, with copy appearing 


in New York dailies, nine news- 
papers in Albany, Buffalo, Syra- 
cuse and Rochester and, possibly, 


several other upstate papers. 


As in 1943, the advertisements 
“Take your 
vacation in New York state. Wher- 
ever you live, you are within a 
short distance of a good summer 
A 40-page booklet on 
“Vacations in New York State” 
is offered, along with four supple- 
mental guides listing 200 summer 
resort communities in the state. 
Both campaigns have been re- 
leased through the state’s new De- 


will urge readers: 


resort.” 


EASTERN SALES OFFICE: 220 E. 42nd Street, New York 17,N. Y. * PAUL H. RAYMER CO., Los Angeles 14, Cal.; San Francisco; Cal. 


“He says all he can see is WGN, Chicago” 


CHICAGO 11 


ILLINOIS 


720 KILOCYCLES 


50,000 WATTS 


A CLEAR CHANNEL STATION 


MUTUAL BROADCASTING SYSTEM 


Advertising Age, May 29, 194 


NEW YORK MEANS BUSINESS 


A Message te Mow Vert ware Businessmen Prom Vow Sears 


. » NEW YORK STATE 


OPENER—New York State will open an 
industrial advertising campaign with 
this message in newspapers this weet, 


dale, Cal., 
with Western Advertising Agency, 
Los Angeles, Jefferson Kaye Wood 
is account executive. 
plans call for use of more than 3 
radio stations, newspapers, maga- 
zines and business papers. 


——$————_. 


partment of Commerce, which has 
been allotted $150,000 for indus. 
trial and vacation promotion pur. 
poses. 
New York, is the agency. 


Duane Jones Company, 


Borden Starts Drive 


Borden Company, New York 


has begun a weekly series of 360- 
line ads in 12 metropolitan New 
York newspapers for 
and sherbets, to run through the 
summer. Nursery rhymes by Elsie 
the Borden cow, 
Young & Rubicam is the agency, 


ice cream 


are featured 


Soil-Off Names Western 


Soil-Off Mfg. Company, Glen. 
has placed its account 


Current 


COPY CUB 


Shows Big Improvement 


COPY CHIEF 


Never Short of New Ideas 


ACCT. EXECUTIVE 


Always Knows the Latest Trends 


Advertising Trends 
Yes @@@ bring to you each 
month the digest of more than 5 mil- 
lion dollars worth of “sy 
and Advertising ideas. Over 45— 
11x17” pages reproducing more than 
500 ads edited into more than 150 
classifications a year. 


Now serving a group of leading ad- 
vertisers and agencies in the e 
change of tested and successful ideas. 
Each issue gives you the latest in Ad- 
vertising, Merchandising, New Prod- 
ucts, Institutional, Industrial, Public 
Relations, Post War and Foreign Ads 
in full detail as to copy, art and lay- 
out. Advertising Trends is the result 
of a monthly digest of over 200,000 
newspaper, magazine and business 
paper ads... All this in our... 


NO-RISK TRIAL OFFER 


We will send you Advertising Treats 
each month with invoice attached. | 
the first two issues do not covi 
you... return the invoices and 
low charge of $8.50 per month vl 
be cancelled! You stand to gain.- 
you can't lose. 


SEND THE COUPON TODAY 


THE Barnes. RESEARCH BUREAU, INC. 
No. La Salle St., Chicago, ! in. 


Please — us ‘Advertising Trends,” 
further notice, on your special trial ‘offer. 
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| the Last 60 Dayst 


THIS ADVERTISEMENT 
appeared just two months ago. Since 
that time, the following leaders have 
also swung to Hillman! 


Baby Touch Hair Remover Marchand’s 

Bauer and Black Marvel Co. 

Carole Ann Cosmetics Nadinola Bleach Cream 
DDD Prescription ONT Spool Cotton 
DeLong Hook & Eye Lydia E. Pinkham 

Don Juan Lipstick Rapidol 

Doubleday Doran & Co. Dr. Scholl 


Golden Peacock Bleach Sofskin 
Cream Stadium Girl Cosmetics 


Kolorbak Starlet Cake Makeup 
Konjola Vicks 


moMan Women’s Group 


REAL STORY...MOVIELAND...REAL ROMANCES 


WESTMORE 


sovwee 
weet 


allele: 


Harold Hutchins, Advertising Director __ 
Hillman Periodical Building, 1476 Broadway, New York 18, N. Y. 
333 NORTH MICHIGAN AVE., CHICAGO 1 * 9126 SUNSET BOULEVARD, LOS ANGELES 46 
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Allison Elected V.P. 


John D. Allison has been elected 


Joins Owen Agency 
Priscilla White, formerly with 


Mahmarian Appoints 
S. B. Mahmarian, New York rug 


a vice-president of Headley-Reed | McGraw-Hill Publishing Company, | dealer, has appointed Royal & de 
Company, New York, radio station| has joined John H. Owen, Inc.,|Guzman, New York, to handle its 
New York agency, as a copywriter. | advertising. 


representative. 


COMPLETE 
. 7 4 a> ) 


- *DATA ON REQUEST 


THE DISPATCH - COLUMBUS, OHIO 


Says Army Won't 
Dump Toiletries 
When War Ends 


New York, May 23.—Chances 
that the Army will have to dis- 
pose of a substantial surplus of 
toilet goods when the war ends 
were minimized by Col. R. P. 
Kuhn, Army Service Forces, who 
spoke before the closing session of 
the ninth annual convention of the 
Toilet Goods Association here last 
week. 

There will be no dumping of 
goods held by the Army, he said, 
and added that manufacturers of 
toilet articles, drugs and allied 
products need have little anxiety. 

Declaring that the Army will 
not be demobilized overnight, Col. 
Kuhn said it seems reasonable to 
assume that not only will the in- 
ventory and the goods on order be 
readily absorbed through direct 
sales, but it is more than a prob- 
ability that additional goods will 
be ordered, delivered and paid for 
during a considerable period after 
hostilities cease. 

A. H. Motley, publisher of the 


- 


RADIO NEWS | 


... the Broadcast 


More than 66,000 Circul 


gt Day, 
ry 4s 


is) 


Here’s the one magazine that combines penetration and 
broad coverage for the vast Radio market! Informative, 
interesting, vital, Radio News reaches the entire audience 
of more than 66,000 readers—the men and women who 
work, build, and find recreation in radio. 

Advertising in the general edition of Radio News, 
reaches today’s broadest markets, and at the same time 
builds a reserve of good will among those who will 
buy tomorrow. 

Radio-Electronic Engineering Edition is a section, of full 
magazine dimensions, bound within the regular issue of 
Radio News. It is limited in circulation to 8,000 actual 
buying factors in the radio industry. 


ZLFF-DAVIS PUBLISHING COMPANY, 540 North Michigan Avenue, Chicago 11, Illinois 


270 Madison Avenue, New York 16, New York 


RADIO ELECTRONIC 
ENGINEERING 


... the Radio Beam 


Advertising Age, May 29, 1944 


American Magazine and vice. 
chairman of the speakers’ commit. 
tee of the Committee for Economir 
Development, asserted that bysj. 
ness can and must meet the prob. 
lem of creating full employmen; 
after the war. He _ emphasizeg 
that plans in themselves are not 
enough, but that business mygy 
undertake immediately definite 
programs for creating new jobs 
through building up staffs to ip. 
crease sales. 

Herman L. Brooks, president of 
Coty, Inc., was reelected presiden} 
of the association. Other officers 
also reelected, are: William y 
Bristol Jr., Bristol-Myers Com. 
pany, Paul H. Douglas, Bourjois 
Inc. and H. P. Willats, Coloniaj 
Dames, Inc., vice-presidents; Pay 
F. Vallee, Roger & Gallet, treas. 
urer; Joseph A. Danilek, Lesquen. 
dieu Cosmetiques, secretary; §., L, 
Mayham, executive secretary; and 
H. D. Goulden, chairman of the 
association’s board of standards, 


‘Tribune’ Plays Up 
Most Urgent War Jobs 


The Chicago Tribune has put 32 
Chicago area producers of critica] 
war goods on a special classified 
list which enables each to take 
advantage of a new classified fea- 
ture, “Today’s Most Urgent War 
Jobs,” under which 36-line ads, 
distinguished by display type, may 
be run. 


BBDO Copy Chief Named 


B. E. Howard, formerly creative 
head of Campbell - Mithun, Inc, 
Minneapolis, has been appointed 
copy chief of Batten, Barton, 
Durstine & Osborn’s Los Angeles 
office. Also joining the BBDO 
copy staff in that city is Renz 
Cesana, formerly president of the 
Cesana Agency, San Francisco, 


Snow & Cahalin Quit 

Because Major Galen Snow is 
overseas, Snow & Cahalin, Spring- 
field, Mass., agency, will liquidate 
June 1. Plans of J. Harold Cahalin 
will be announced later. 


Why they 
eall the 
POST 


New York's 
YOUTH -paper 


Reason No. 3 


— 55.3% — of New York 
POST readers, who shop 
department stores, are be- 
tween 18 and 34 years of 
age. The other three 
evening papers combined 
average only 43.1% read: 
ers under 35. These figures 
are revealed in a new fac 
tual survey of department 
store shoppers, made by 
Fact Finders for the New 
York POST. 


Where else can you find so 


Sold by subscription only, this exclusive edition goes 
directly to radio engineers, designers and technicians... 
the men who can specify the incorporation of your 
product in their latest radio and electronic plans! 


This special edition beams your advertising to the 
desks and drawing boards of these men, assuring you a 
receptive audience eager for information and prepared 
to act upon it. 


What a chance for aggressive advertisers . . . for no 
other magazine offers this opportunity to promote your 
roduct at so low a cost. Only through Radio News and 
its Radio Electronic Engineering edition can the adver- 
tiser broadcast his message to the entire field, or beam it 
directly at the key men of the market, as his needs require! 


Get in touch with our representative today for de- 
tailed information on this advertising buy. 


Washington «+ Los Angeles «+ London e 


Toronto 


many young spenders with 
so many of the needs of 
youth at so low a rate? 


WRITE FOR the complete 
Fact Finders “Report to 
You" FREE on request. 


NEW ] Pe Var 
YORK 0 = 


75 WEST ST. N. Y. C. 6 
Mary McClung, Advertising Director 
Ed Kennelly, Nat. Advertising Manage 
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Traffic Cop on the 
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—where city dweller and country folk 
think and talk the same language 


. In“Lincoln Land” there are no sharp 
dividing lines between those who 
live on farms, and in towns and 
cities. Here in this great agricul- 
tural empire for which our cities are 
the manufacturing and distributing 
centers, live a practical “grass roots” 
people—friendly to products of 
merit. Keen judges of values, they 
have the money to buy when they 
know what they want. 


“LINCOLN LAND” language is 


Bie eee 


If your products are real “honest-to-good- 
ness’’ values—tell our 14,000,000“Lincoln 
Land’”’ folks straight 
from the shoulder. 
They like facts in good 
Anglo-Saxon—and the 
“human touch.” Ask 
your advertising agency 
for rates and data. 


e 


These “Lincoln Land” families 
find in Prairie Farmer, America’s 
largest territorial farm paper for 
over 100 years, and in WLS, the 
greatest mail pulling radio station 
in the country, living, vital sources of 
information, help and entertainment. 

Used as a team Prairie Farmer and 
WLS supply multiplied power. for 
those who want to build sales for 


trade-marked products of rea/ merit. 


” 


— 
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Not many yesterdays ago 
State Street was the ‘‘Back 
40’’ of a pioneer’s farm. Not 
many tomorrows hence, 
» more than a few ‘‘Lincoln 
’  Land’’ farms will be great 
traffic highways. This is the 
blueprint of American de- 
velopment. 


simple and direct...TALK IT! | | 
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40% RURAL 
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THIS IS 


“LINCOLN LAND” 
60% URBAN 


100% PROSPEROUS 
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Calls ‘Dear Joe’ 


Letters Silliest Ever 
To the Editor: I just read Pfc. 


Harry E. Malcolm’s letter com- 
menting on your GI Joe letters. I 
agree with him. It is the silliest 
thing ADVERTISING AGE has ever 
done in my time, which goes back 
quite far. 

I have a son who is an officer 
in the air corps. He is overseas 
and has seen plenty. He was on 
a newspaper before the war. He 
and my son-in-law think the G I 
Joe idea, in their own words, 
“stinks.” It makes the boys over- 
seas mad to read these smug, full- 
of-inspiration letters written by 
older men, whose generation (in 
the minds of youth) are responsi- 
ble for this war. The youngsters 
over there don’t give a damn what 
a lot of gray-haired advertising 
men’s views are about the adver- 
tising future. They are only inter- 
ested in what we are doing to get 
this war over with as quickly as 
possible and get them home to 
those they love and the things 
they love. 

I have sent the G I Joe letters 
to many boys in advertising who 
are in the service and I haven’t 
had one good reaction yet. Your 
mail order column and the Crea- 
tive Man’s Corner are worthy suc- 
cessors to the Advertising Man’s 
Diary. But the GI Joe thing is 
just a way for older advertising 
men to show their stuff to the 
advertising men. Surely, in these 
days of paper scarcity a better use 
could be made of this space. 

GEORGE W. CONOVER, 
Orange, N. J. 

[Editor’s Note: Reactions from 
admen in the service and other 
readers have been mixed, but by 
no means unanimously unfavor- 
able. What have other readers to 
say? ] 
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Suggests College 
Course on Comedy 


To the Editor: I just want to tell 
you that I got a hell of a laugh 
out of the little item in “Rough 
Proofs” column, ADVERTISING AGE, 
issue of May 15, regarding the 
establishing of the Blue Network 
school for radio comedians. And 
the line about “hope the attend- 
ance will not be limited to new- 
comers.” 

I have often wondered why the 
colleges do not put in a course on 
comedy. Having been in the the- 
ater for many years; making a liv- 
ing as a comedian and knowing 
practically every comedian per- 
sonally, who was around in m 
time, I have always felt that all 
that was necessary was for a child 
to be born with an exaggerated 
funny bone, or perhaps to be 
dropped on his head when young. 

I am enclosing a copy of a little 
booklet that I thought you might 
like to read. I wrote it many years 
ago and it was published by the 
Roycrofters, in Elbert Hubbard’s 
“Philistine Magazine.” They re- 
ceived so many inquiries for back 
numbers that the Roycrofters put 
it out in this little booklet form. 
I hope you have time to read it 
and then pass it along to whoever 
writes “Rough Proofs,” with my 
compliments. 

I look forward to receiving my 
weekly copy of ADVERTISING AGE 
and I always get a chuckle out of 
Rough Proofs and lots of valuable 
information from your wonderful 
publication. 


— 


BILLY B. VAN, 
Managing Director, Human 
Relations Division, Fellows 


Gear Shaper Company, 
Springfield, Vt. 
i A 


The Story for Sixes 


To the Editor: I believe the 
enclosed advertisement, which I 
came across in rummaging through 
some old magazines, will be of 
interest to your readers. This was 
run in the July issue of Harper’s 
Weekly, 1910. The Winton Motor 
Car Company, Cleveland, is talk- 
ing about the cost of a full-page 
ad in Harper’s ($500). I wonder 


This department is a reader’s forum. Letters are welcome. 
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enough to make a request. Having 
been a member of the advertising 
fraternity long enough to have 
witnessed the birth of ADVERTISING 
AcE, which has brought me closer 
to it than possibly any of the other 
publications in the field, I’d like 
to ask to be allowed to say hello 
to all my friends back home 
through AA. 


Previous to my enlistment in 
the Army in February, 1942, I 
was media director of the Franklin 
Bruck Advertising Corporation, 
New York. Through having been 
stationed at Fort Monmouth, N. J., 
for almost two years, I was able 
to keep in touch with a lot of my 
friends in the space selling end of 
the publication field but unfortu- 
nately I’ve lost contact with them 
since leaving there to come over- 
seas. As mail is the biggest thing 
in our lives over here, I’d like to 
establish contact with them again. 
So if at all possible please say a 


word of “Hello” for me from New 
Delhi, India, where I am stationed 
with my unit. I'll appreciate this 
a lot and look forward to the 
pleasure of continuing my very 
pleasant business relationship with 
your publication after we have 
gotten this job done. 

S/Ser. JuLtus JOSEPH JR., 

c/o Postmaster, New York. 
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‘Washington Chatter’ 
Makes Bow for Universal 


To the Editor: Since you are 
interested in publishing informa- 
tion of value to business in gen- 
eral, we thought you might be 
interested in the attached copy of 
“Universal’s Washington Chatter.” 

So much is going on in Wash- 
ington that we felt that no one 
publication could give every busi- 
ness man all of the information 
that he would like to have. We 
have assumed that our jobbers 
read plenty of publications giving 
the general picture, but we have 
assumed, also, that they might 
be interested in fast news that 
might not be of specific interest 
to them—particularly news of de- 
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velopments in the paper situation, 
We have, therefore, started pub. 
lishing “Universal’s Washington 
Chatter” each week. It is sent 
free to all jobbers handling oy, 
Universal flat bottom drinking 
cups, portion control cups and oyr 
cone shaped Vee Cups for foun. 
tains and offices. 
J. M. WHEATON, 
Advertising Manager, Univer- 
sal Paper Products Company, 
Chicago. 


Be 


Telling All Briefly 


To the Editor: MHere’s a little 
gag we cooked up which gets a 
smile wherever it is distributed, 

This may be carrying things too 
far for the average printer; but 
a novelty printer can get away 
with the idea. 

Aut HIRSCHFIELD, 

Economy Novelty & Printing 

Company, New York. 

[Editor’s Note: The “gag” is qa 
miniature business card—about 
13/16 by 1 11/16 inches in size— 
which gives the company name 
and address, and says on the re- 
verse side: “Owing to the Paper 
Shortage.”’] 


to pay the amount that a full-page 
advertisement in one of our cur- 
rent weeklies would cost? 


vertisement might bring a smile to 
the members of the present adver- 
tising fraternity, 
whether our current ads won’t do 
the same 34 years hence. 


Y | Identification Noted 


OLD-TIMER—The merits of six-cylinder 


cars—and the Winton Six in particular 
—are set forth in this 34-year-old ad. 
The page in Harper's Weekly cost the 
manufacturer just $500. 


The advertising copy in this ad- 
but I wonder 


ARTHUR WEINMAN, 
Weinman Brothers, Chicago. 
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Flack Praises Story 


To the Editor: Let me congrat- 
ulate you on reporting the Town- 
send-DeSoto incident in ADVERTIS- 
ING AGE May 8. 
Despite your good reporting, it 
looked to me as if the writer had 
his tongue in his cheek a little bit. 
However, there are some stark 
facts that emerge. One is that 
DeSoto and many another adver- 
tiser are wasting white space while 
legitimate advertisers are being 
turned down right and left. Bill 
Townsend was dead right in his 
analysis of the situation. And 
you’ve got to admit it was quite 
a feat to sell the advertiser and 
agency that they were dead 
wrong. Who else except Bill 
Townsend could have done it? 
JOHN B. FLACK, 
Flack Advertising Agency, 
Syracuse, N. Y. 
- ee ee 


Two Kinds of Sponsor 


To the Editor: The Creative 
Man’s Corner of May 15 says 
“there is scarcely a radio writer 
we know who doesn’t love ‘soft’ 
commercials. But the evidence is 
on the other side.” As “evidence,” 
he cites sponsor identifications, 
which list Radio Theater, Hit 
Parade, Fibber McGee & Molly 
and Walter Winchell in that order. 
Of the four products, we buy 
none in our house. This proves 
nothing in itself, but I can tell you 
one thing categorically: we will 
never buy a package of Lucky 
Strikes as long as we live. When 
you hear more than 45 mentions 
in as many minutes of “Lucky 
Strike Green Has Gone to War,” 
the blared repetitions of “LSMFT,” 
and the irritating “Name the Song 
Before the Gong,” it is impossible 
not to resolve to never buy such 
a sponsor’s product. Therefore, 
your writer puts it much too 
simply, for this hammer advertis- 
ing makes no good will but on the 
contrary creates ill will. I sug- 
gest that the sponsor identification 
survey be broken down into (1) 
good will sponsor identification, 
and (2) bad will sponsor identi- 
fication. Then you will be closer 
to the mark. 
RAYMOND F. BLOSSER, 
Linden, N. J. 
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Via AA, Adman in 


Service Greets Friends 
To the Editor: I wonder if I 


what they would say if they had 


could impose on your time long 


f 
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. eg nects grow taller 
m™ here, too 


Out where the green sword-blades of 
Iowa corn flash in the breeze, your post- 
war sales prospects are growing, too. 
Good black earth—soft silver rain—c- 
ressing golden sun—have teamed up to 
create a stable market, now and in the 
peacetime days ahead. 


Spending power! That’s what flows from 
the tall, sturdy-stalked corn of Iowa... 
from the oats and hay and wheat curtsying 
in field-wide waves ... from the butter and 
eggs that are worth more than the whol 
farm income of many states . . . and from 
Iowa’s thriving industries, too. 


That spending power makes the town 
and city storekeepers of urban Iowa happy 
. . . quickly reaches and benefits whole 
salers and manufacturers. It is urban mone) 
. . . money that circulates in towns anl 
cities over 2,500, where 70% of the families 
are covered by The Register and Tribunt 


No wonder R&T Iowa is the steadiest of mé 
kets now—and likely to be the steadiest mark 

for smart sales managers in the uncertain po 
war world, R&T lowa is bounded by the page 
of an extraordinary paper whose readers # 
sales prospects that count—and that you 
reach, 


& If R & T lowa isn't on! 
cist you're missing on 
your 20 top urban marit 


—R.vT. IOWA 


A STATE-WIDE URBAN MARKET... 
COVERED BY A STATE-READ PAPER 


_ pes Monzs REGISTER and TRIBUNE 


Nationally represented by Osborn, Scolaro, Meeker & Co., New York, Chicago, Detroit. 
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It’s this: The Sun, newest of Chica 


there’s something new 
.~ under The Sun! 


newspapers, 


offers advertisers a new and highly responsive 
market. Advertisers now find a new newspaper 


“buy” in Chicago, for — 


— You need The Sun in any newspaper combina- 
tion to cover Chicago completely, economi- 


cally and efficiently. 


— With The Sun alone you can buy a tremen- 
dous impact against America’s No. 2 market 


with a relatively small expenditure. 


400 W. Madison St., Chicago = 


THE CHICAGO SUN 


250 Park Ave., New York 


National Representatives: THE BRANHAM COMPANY 
CHICAGO: 360 N. Michigan Ave. - NEW YORK: 230 Park Ave. 


Atlanta, Charlotte, Dallas, Detroit, Kansas City, Los Angeles 
Memphis, St. Louis, San Francisco 


Y&R Executive 
Castigates Nuts & 
Bolts Advertising 


(Picture on Page 63) 

New York, May 23.—Advertis- 
ing by “war babies,” the nuts and 
bolts advertising such as is ap- 
pearing in general publications for 
“the Elastic Stop Nuts and the 
Lear Avias,” was severely excori- 
ated by A. V. B. Geoghegan, vice- 
president and media director of 
Young & Rubicam, at the monthly 
session of the New York State 
Magazine Representatives Club 
here yesterday. 

The Y&R executive made the 
statement in answer to a question 
from the floor as to what his 
agency thought about the manner 
in which magazines are rationing 
their space. Asserting that some 
are doing a good job of it while 
others left much to be desired, Mr. 
Geoghegan said that fortunately 
Y&R has never found it necessary 
to accept “war baby” accounts and 
consequently is in a different posi- 


tion from other agencies seeking 


to buy space for this type of ad- 
vertising. 

He termed such advertising “a 
great mistake,” pointing out that 
these accounts never advertised to 
the consumer before the war and 
that they “won’t be here after the 
war,” and deplored the taking up 
of valuable space by these adver- 
tisers. 

Starting the club’s second year, 
Roger Mills of Woman’s Home 
Companion was in the president’s 
chair, succeeding Paul Elrod of 
Parents’ Magazine. Dayton Crowell 
of Collier’s is secretary. 


Gets Upson-Walton 


Griswold - Eshleman Company, 
Cleveland, has been appointed to 
handle advertising of Upson-Wal- 
ton Company, maker of wire rope 
and industrial and marine hard- 
ware. 


LaSalle to Move 

LaSalle Extension University, 
Chicago, now located at 41st St. 
and Michigan Ave., has purchased 
an ll-story building at 417 S. 
Dearborn St., Chicago, which it 
will occupy in its entirety after 
complete remodeling. 
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PLASTICS’ Plattorm 


o Subsea purposely limited to ; 

selected key men, 

e Coverage of approximiatety aaa 

reaching the entire IG@USty.ss=uaaaE 

tomers, and prospects . . >) i= 

will make the buying deeisigiaanems 

and in the post-war perums 

e Charts to indicate WHERE EEE 

plastics are being or may tena 

used. Complete, accurate Gaenuam 
hysical characteristies af) pPaeuaann 

oe production engineers, chemical 

engineers, etc. 

e Distingushed format, Fal coran 

photographs on enamel paper 

e Fully keyed to executive Feagersmam 

and permits brilliant color adVernisnmm: 

e Underwitten by one of the 

most successful publishers in America: 

e No other medium offers comparable _ 

coverage at such low “Buyer Cost” 

per thousand. 


wt Day, 


‘S) ZIFF-DAVIS 


CHIEF 


ENGINEER 


PUB 


LISHING 


mee 


SMPANY 


540 N. Michigan Ave., Chicago 11, Illinois e Offices: New York e Washington e Los Angeles e London e Toronto 


Advertising Age, May 29, iggm™ 


WFIL Cancels Al] 
Used Car Ads 


Philadelphia, May 24.—Roge, 
W. Clipp, president of WFIL, 
Blue outlet, announced this wee 
that effective May 29 the station 
will cancel all used car advertis. 
ing using its facilities, said to he 
the first time that the outlet has 
resorted to outright cancellation 
of commercially sponsored broad. 
casts. 

Mr. Clipp said that while WF], 
was happy to accept advertising 
of used-car merchants some 
months ago, considering it emer. 
gency business in the public jp. 
terest, the business has grown gy 
as to make an auction block of 
broadcast station facilities. 
Expressing his regret for the 
necessity of the cancellation action 
and advising the accounts which 
will be curtailed that its doors are 


only temporarily closed, Mr. Clipp § 


said that he was stopping the 
“highest-prices-offered marathon” 
on WFIL in deference to its listen. 


ers. 

He added that the station’s fa. 
cilities will be available once more 
when the buying and selling of 
used cars ceases to be a haples; 
race and returns to the principles 
of healthy business competition, 


Clevelanders Elect 


Forest Ramage, assistant man- 
ager of commercial research, Re- 
public Steel Corporation, has been 
elected president of the Cleveland 
chapter of American Marketing 
Association. Robert Blair, Iron 
Age, was named vice-president: 
Kenyon Stevenson, Griswold- 
Eshleman, treasurer; and John 
Maddox, Fuller & Smith & Ross, 
secretary. 


Dooley Takes New Post 
Charles M. Dooley, formerly in 
the outdoor advertising business 
and with an advertising agency, 
has joined the merchandising divi- 


pany, Toledo. 
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POCKETS 


NY newspaper in 


Boston will 
give you access to 
the people, but ac- 
cess to the pocket. 
books of the people 
has for fifteen years 
been the special 
province of The 
Herald - Traveler 


That is not our own 
prejudiced opinion, 
but the almost una- 
nimous judgment of 
the advertisers of 


America. 


Always First in Boston 
Often First in America 


HERALD-TRAVELER 


Boston, Massachusetts 
—~ 


George A. McDevitt Co. 


National Representatives 
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THE DRUG STORE is a highly respected insti- 


tution in Hawaii. What’s more, its customers show definite pref- 
erence for trade names when they buy remedies for common ills, 
aches and pains. 


This confidence in advertised drugs and proprietaries has 
been accentuated with the increase of population in Hawaii. If 
military authorities permitted the release of present population 
figures, you would have a new appreciation for this market. 


Even though it may not be practical for you to develop your 
business in Hawaii now due to production and shipping problems 
—Pin-Up Hawaii on your sales map. Let it constantly remind 
you that the people there have the same physical ailments as the 


FOR INFORMATION REGARDING SALES REPRESENTATIVES AND DISTRIBUTORS IN HAWAII, WRITE TO PORTER DICKINSON, ASSISTANT GENERAL 


folks in your home town. When the time comes for you to enter, 
or re-enter Hawaii, remember that the newspaper that will cover 
this market most thoroughly is the Honolulu Star-Bulletin. Here’s 


why—in Honolulu, where the concentrated population of Hawau 


is, the Star-Bulletin has a carrier delivery to 9 out of 10 homes. 


Honolulu Star-Bulletin 


OVER 115,000 DAILY CIRCULATION 


MANAGER, HONOLULU STAR-BULLETIN, HONOLULU, T.H. OR O'MARA & ORMSBEE, INC., NEW YORK, CHICAGO, DETROIT, SAN FRANCISCO, LOS ANGELES 
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American Sugar Starts 


American Sugar Refining Com- 
pany has started a 420 and 84-line 
campaign in 24 newspapers in 
Pennsylvania, Ohio, New Jersey 
and Delaware on behalf of Sunny 
Cane sugar. The campaign is the 
first for this product since its 
maker, W. J. McCahan Sugar Re- 
fining Company, recently became 
a subsidiary of American Sugar. 
N. W. Ayer & Son is the agency. 


© © © the source of daily 
business news .. . the pref- 
erence of management men 
© © © jg the greatest indus- 
trial area—the central west. 


Kuppenheimer to 
Resume National 
Advertising 


Chicago, May 23.—With national 
distribution renewed for its brand 
of men’s and young men’s clothing 
and demand for quality clothes 
increasing, B. Kuppenheimer & Co. 
will return to the ranks of na- 
tional advertisers next September 
for the first time since the depres- 
sion of the early thirties. 

Four -color pages have been 
slated in Business Week, Esquire 
and The Saturday Evening Post, 
and efforts are being made to ex- 
pand the schedule in other na- 
tional publications through Weiss 
& Geller, recently appointed to di- 
rect the company’s advertising 
(AA, April 31). 

Lack of consumer demand for 
quality clothes ($40 to $100) dur- 
ing the depression caused the 
company to shift from national to 


local cooperative advertising, ex- 
plained B. J. Cahn, president of 
Kuppenheimer. Those were the 
days, he recalled, when the $22.50 
suit was in vogue. His company, 
offering suits in the $40 to $100 
brackets, lost dealers left and 
right, particularly in smaller com- 
munities and industrial centers 
“where people did not have money 
to buy quality suits.” 


Advertising Concentrated 


“Believing that national adver- 
tising must be backed by national 
distributors,” said Mr. Cahn, “and 
having lost a great number of 
dealers to whom we had granted 
exclusive franchises, we felt that 
advertising at the points of sale, 
that is, cooperative advertising 
with our exclusive agents in each 
community, would be best. In 
short, we decided to concentrate 
our advertising where our goods 
were sold.” 

As business began to revive and 
purchasing power grew greater, he 
continued, Kuppenheimer gradu- 
ally widened its distribution and 
increased its volume of sales in 
clothes in the $50 to $100 brackets. 
Accompanying this expansion was 


a corresponding increase in coop- 
erative advertising, he said, until 
now it has attained almost the 
proportions and effect of national 
advertising. 


Advocates of Co-op Aids 


“With a great development in 
business in the last two years,” he 
explained, “we felt justified in 
sponsoring a national advertising 
program in addition to the coop- 
erative effort.” He emphasized 
that there would be no curtail- 
ment of cooperative advertising, 
adding: “We are firm advocates of 
cooperative advertising, particu- 
larly in cases like ours where ex- 
clusive franchises are granted to 
dealers. Those dealers must let 
people know they have the Kup- 
penheimer brand.” 

Although the war has effected a 
rise in labor and other costs of 
more than 20%, Mr. Cahn said, 
Kuppenheimer has been able to 
maintain the quality of its prod- 
ucts and has not increased its 
prices. He asserted that Kuppen- 
heimer and other manufacturers 
of men’s quality clothes are 
“among the industries that have 
justified price control.” 


WHAT IS THE STUMBLING BLOCK 


in some advertising-marketing plans? 


CLASSIFIED TELEPHONE DIRECTORY 


BBLt YOUR GRAND NAME 
B.+.7 50) 
bo A. promotional message for i 
“7981 your service or product. ge 
ABLE 
ras “WHERE TO GET SERVICE” 
rere Tel. No. 
1 Dealer His Address .....-.-0+: 
bo bn ~~ > eee Tel. No. 
:-2901 YOUR LOCAL His Address ......- Tel No. 
1-1663 Your Local Dealer His Address ...-----+- >> ve. Be 
DEALER His Address ...---- Tu. - 
0474 | Your Local Dealer Wis DEL 4 ides ckase ae Tel. Bo. 
Loca! er Address ..---+-5+> 
reese wz AMEE pccccececess Tel. No. 


VERY step is smoothed out except the 
final one: telling prospects where to find 
the advertisers’ local dealers. 
The stumbling block is removed when the 
product trade mark and brand name are 
listed in the Classified section of telephone 


directories, with local outlets underneath. 


This identification plan makes it easy for 
prospects to contact the outlets... to buy a 
product if available, or to have it serviced. 
The plan is important for industrial products 


as well as consumer goods. 


Before and during the war, Trade Mark 


Service has proved itself. 


After the war it 


will lead to better sales results. For details, 


call the business office of your 
telephone company... ask for a 
Directory Representative. 


Advertising Age, May 29, 1944 


Nazing New SOMPLESS SOS 
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porest soap fckes—in % seconds! 


ee ee eo mens oe ort 


me ee 
tte ee ee 
© ee ae eto att oe ere Se ee ee cet 


STARTS TEST—This 1,000-line ad is the 
first of a series of test insertions in 
Pennsylvania and Texas newspapers for 
Soapless Suds, product of H. L. Shaw 


& Sons, Boston. On the market for 
five years, it has never before been 
advertised to consumers. Schedule 
calls for 720 and 600-line insertions 
twice weekly, supported by spot radio 
(AA, May 15). L. H. Hartman, Inc., 
New York, is the agency. 


Dermetics Uses 
First Color Ads 


New York, May 24.—Dermetics, 
Inc., has released its first color 
advertising campaign starting with 
June issues of 15 national maga- 
zines and business publications in 
the hairdressing and beauty cul- 
ture fields. A fall newspaper cam- 
paign in 15 key cities is being 
prepared to supplement magazine 
advertising, while future plans 
for international distribution of 
the company’s line of cosmetics 
are also being discussed. 

Copy tells women that facial 
and neck skin ages more rapidiy 
than the skin protected by cloth- 
ing and urges them to “try der- 
metics today!” Consumers are 
offered a free booklet, “True 
Story of Your Skin,” by writing 
to the company. 

The account is handled by Wes- 
ley Associates, New York. 


Central Mine to Bloch 


Central Mine Equipment Com- 
pany, St. Louis, has named H. 
George Bloch Advertising Com- 
pany, St. Louis, to handle its 
account. 
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1943 by 4.167 pages of paid advertising” 
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neERO DIGEST 


“The flight from 
Japan’s possessions to 
the Philippines is mere 
child’s play. Once the 
Japanese were landed 
in the Philippines, how 
are we to get them out ?”’ 

- 


Remember Pearl Harbor 


AERO DIGEST LEADERSHIP 


4 imposes a responsibility. It demands 


a better publication; unselfish service; 
able editorial content; eternal vigilance 


on behalf of the industry it serves, and 
over-all coverage in its field in the 
interest of its advertisers. 
Here is the evidence that AERO DIGEST has met these demands. 
Because of that, it has become the preferred publication in its field. 


IT IS AMERICA’S PREMIER AERONAUTICAL MAGAZINE 


*The largest single-year volume of paid adver- 
tising ever published in the aeronautical field 
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Charles Prins Named 
ODT Information Head 


Charles E. V. Prins, former 
president of Prins & Keifer, New 
York, has been appointed infor- 
mation director of the ODT, to 
handle public relations for its 
director, Col. J. Monroe Johnson. 

Mr. Prins previously had been 
with OPA for two years as pro- 
gram director for price control, 
and had been director of infor- 
mation for the U. S. Housing 
Authority. 


MILLIONS 


NOW SPENDING 


BILLIONS 


And wise advertisers are reaping fortune 
from this convenient market. Perhaps 
you've been overlooking the 7-billions 
spent yearly by American Negroes. Then 
you'll be surprised how easy it is to cover 
these spending millions at a cost so low 
it's a shock. Drop a line to Interstate 
United Newspapers, Inc., 545 Fifth Ave- 
nue, New York 17, New York and we'll 
send you some startling, profit-revealing 
facts. 


Dallas newspapers and others 
are hot under the collar about a 
communication from the local of- 
fice of the President’s Committee 
on Fair Employment Practices, 
which took umbrage at a classified 
ad in the News seeking a colored 
man to work as a paper handler, 
and asked the paper “to remove 
from this and from any other ad- 
vertisement for employes any fea- 
tures which are discriminatory as 
to race, creed, color or national 
origin.” The News gave the story 
a big play and published two edi- 
torials on the subject, and the 
Times-Herald also editorialized on 
the letter. 

ok co * 

Wilber Miller, premium buyer 
of American Maize Products Com- 
pany, has developed a plan for 
broker - manufacturer cooperation 
in retail store servicing which is 
being given considerable thought 
in the industry. His idea is to 
have brokers employ service men 
who would be the equivalent of 
those employed by large manufac- 


turers with their Own crews, to 
check retailers’ stock, use of dis- 
play material, position on shelves, 
etc., and get a fair break for the 
products they handle. Payment 
for this service would be taken 
care of by adjustments in the 
brokerage scale. 
oo * * 


Richard Manville, agency man 
who has specialized in “advertise- 
ment analysis,” is promoting a 
monthly “Question and Answer 
Box on Advertising and Selling” 
in business papers covering all 
lines. Idea is to provide one 
paper in each field with a continu- 
ing monthly feature answering 
questions about advertising or 
selling problems of readers. 


Martin Band Appoints 

Advertising of Martin Band 
Instrument Company, Elkhart, 
Ind., and of its associated com- 
pany, The Pedler Company, has 
been placed with ,Lamport, Fox, 
Prell & Dolk, South Bend. 


SHE’S WONDERFUL— 
BUT WHAT’S HER NAME? 


Pity the plight of the poor advertiser who woos the public 


with charm and ardor (not to mention good dollars )—but 


who sometimes finds that the public remembers everything 


except the name of the product being advertised! 


When you use Sonovox in your radio commercials, your pros- 


pects know what you're advertising. Sonovox puts the same 


attention-value into your plugs that entertainment puts into 


your shows. How do we know? Because sponsor identifica- 


tion ratings prove it. 


If you haven’t seen the charts, you’ve missed one of the 


prettiest sights in radio! Because they show how Sonovox users 


actually have made very substantial increases in the dollars- 


and-cents value of radio advertising, at fractional increases 


in cost. 


Sonovox is sold essentially like talent. 


Under each 


license for specific use, a reasonable license fee is 
charged for Sonovox performing rights. The only 
additional cost to licensee is for a trained articulator 
made available by us in any broadcasting or recording 
studio in New York, Chicago, or Hollywood, at stand- 


ard AFRA scale. 


WRIGHT-SONOVOX, INC. 


“Talking and Singing Sound”’ 


HICAGO: 180 N. Michigan 
Franklin 63474 


NEW YORK: yyy Madson Ave. 
Plaza 5-4130 


FREE & PETERS, INC. 
Exclusive National Representatives 


SAN FRANCISCO: :. 1 Swifter 


Sutter 4353 


HOLLYWOOD: 6331: Hoflywood ATLANTA: 322 Palmer Bldg. 
Hollywood 2151 


Some Typical 
SONOVOX PIONEERS* 


American Chicle Co. 
(Black Jack Gum) 
Badger and Browning & 
Hersey, Inc. 

American Industries Salvage 
Committee (Steel yg Drive) 


McCann-Erichson, Inc 
Buick Motors Division, General 


Metors " 
Arthur Kudner, Inc. 

Chicago, Milwaukee, St. Paul & 
Pacihe R. R. 
Roche, Williams & 
Cuanynghem, Inc. 

Colgate Palmetive Peet Company 
(Vel, Palmolive) 
Ward Wheelock Co. and 
Wm, Esty & Co., Inc. 


Deflowere, Lackawanna & Western 


Coal . 
Ruthrauff & Ryan, Inc. 

Walt Disney Productions 

Emerson Drug Company 
(Bromo-Seltzer) 

Rathrauff & Ryan, Inc. 

Christian vuigsmese Growtes 
Compan enspan an 
Dobler p. , Ne ey and Ales) 

E. T. Howard Co. 

Feltman-Curme Shoes a 
Russell C. Comer Advertising 
Company 

Forum Cafeterias of America 
R. J. Potts-Calkins & 

Holden, Inc. 

Griesedieck-Western Brewery Co. 
(Stag Beer) 

Macon, Inc. 

Grocery Store Products Sales Co. 
Inc. (Fould's Mataront Products} 
Campbell-Ewald Co., Inc. 

Andrew Jergens Co. 

(Woodbury's promote 
Lennen & Mitchell, Inc 

Lever Brothers Co. (Lifebuoy Soap) 
Ruthrauff & Ryan, Inc. 

Lyon Van & Storage Co. 

Batten, Barton, Durstine & 
Osborn, Inc. 


National Broadcasting Company 
Naval Aviation Selection Board 


Navy Seabees (U. S. Navy, 
Construction ttalions) ” 


Office of Civilian Defense 
(Region Six) 


Pabst Sales Company (Pabst Beer) 
Warwick & Legler, Inc. 


Pan American Coffee Bureau 
Buchanan & Co., Inc. 


Purity Bakeries Service —y 
(Taystee Bread, Grennan Cakes) 


Quaker Oats Company 
Ruthrauff & Ryan, Inc. 


Radio Corporation of America 
Ruthrauff & Ryan, Inc. 


Radio Station KOMA, 
Oklahoma City 


Alvino Rey and his Orchestra 


Shell Oil Company, Inc. 
J. Walter Thompson Co. 


Stanco, Inc. (Mistol) 
McCann-Erickson, Inc. 


U. S. Treasury Dept. 
Universal Pictures Company, Inc. 
Warner Brothers Pictures, Inc. 


Willards Chocolate, Ltd. 
Cockfield, Brown & Co., Ltd. 


*Space no longer permits a com- 


plete list of Sonovox users. 


Main $667 


Seiberling Ads 
Proclaim Postwar 
Selling Policy 


Akron, O., May 23.—First of the 
nation’s tire manufacturers to dis- 
close its postwar selling policy, 
Seiberling Rubber Company in 
advertisements in current national 
magazines and trade publications 
unequivocally declares that its 
tires “will continue to be sold, as 
they have been for a generation 
past, by independent dealers only.” 

Urging readers to patronize in- 
dependent tire dealers, Seiberling 
in full-page, four-color advertise- 
ments in magazines reproduces 
paintings in the manner of Cur- 
rier & Ives, nostalgically illus- 
trating familiar and pleasant pre- 
war motoring scenes. Under the 
illustrations are such headlines as 
“Remember when you could buy 
new tires whenever you pleased?” 
and “Remember when you could 
say ‘Fill ’er up’... and get it?” 
Copy then develops the acute need 
for rigid tire conservation. 

The “remember when” theme is 
used in reverse in trade publica- 
tion copy to recall unpleasant 
memories to dealers. “Remember 
when you took the rap on the old 
$6.66?” and “Remember when that 
new company-owned store came 
in to help ‘build’ your business?” 
are typical headlines in the series. 
Copy warns the _ independents 
against being lulled by a false 
sense of security born of wartime 
prosperity, and urges them to 
“work together as a team to pro- 
tect and strengthen freedom of 
opportunity for independent busi- 


Meldrum & Fewsmith, Cleve- 
land, handles the account. 


Copperweld Appointed 

Copperweld Steel Company, 
Glassport, Pa., and Warren, O., has 
named Bayless-Kerr Company, 
Cleveland, to handle advertising 
of its Warren division. Magazines, 
business papers and direct mail 
will be used. 


Advertising Age, May 29, 1944 
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BAN LIFTED—Canada has ended the 
ban imposed last year on use of the 
words “synthetic rubber," explaining 
that it was unfair for Canadians to 
read about the subject in U. S. pub. 
lications while forbidding mention by 
Canadian manufacturers. Goodrich Co, 
of Canada currently is running this 
large-space ad in newspapers telling 
eligible buyers they can get prewar 
performance from tires made 99.8%/, 
from synthetic rubber. 


Telechron Names Johnson 


General Sales Manager 


Roy W. Johnson, formerly di- 
rector of the facilities bureau of 
the War Production Board, has 
been appointed general sales man- 
ager in charge of all commercial 
activities of Warren  Telechron 
Company, Ashland, Mass. 

Before joining the WPB, Mr. 
Johnson was associated with Gen- 
eral Electric Company and Schick, 
Inc., in sales and advertising ca- 
pacities. There will be no change 
in the Warren Telechron sales 
organization, David Blair Jr. con- 
tinuing as sales manager, and 
Harold E. Blackburn as assistant 
sales manager. 


The simplest, surest way to put your message 
across is to put it on film. Tell your complete 
story—with scenes and dialogue of your own 


choosing. 


Our large, fully equipped sound studio in New 
York is available for the production of special 
pictures at a nominal fee. A highly technical, 
experienced staff offers time-proved service of 
professional caliber. Where it is more advisable 
to he “on the spot”, our capable crews and ade- 
quate equipment are placed at your disposal... 
to suit your convenience. 


It’s no bother — write for particulars today. 


FILMCRAFT PRODUCTIONS 


Division of 
SOUNDIES DISTRIBUTING CORPORATION OF AMERICA, INC. 


207 W. Jackson Bivd. 


Chicago 6, Illinois 
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“There goes Fred Snow, heading for the 
freight yard. He’s got another carload of 
farm equipment. Fred’s on his toes all right. 
If anyone gets equipment, he gets it!” 
Yes, Fred’s a live wire—but Fairfield’s 
Main Street bustles with townsmen who 
are just as alert. So does Main Street over 
in the next town, which is the county seat 
and really a city. More than half of 
America’s retail outlets are located in such 
towns and small cities. And the folks who 


live in them spend a sizable share of the 


nation’s outlay for consumers’ goods. 
PATHFINDER, America’s oldest news 
weekly, is published expressly for these 
smaller places. It is keen and intelligent— 
brilliantly edited and finely printed. The 


following it has enjoyed for fifty years is now 
even more loyal and enthusiastic — 


and growing, too, despite paper limitations. 


PATH Fi / N D ER National advertisers are finding PATHFINDER 


a direct and profitable approach to 


News Weekly from the Nation’s Capital 


PATHFINDER BLDG. 
WASHINGTON, D. C. 


the huge active market in its own exclusive field. 


GRAHAM PATTERSON, Publisher 


ADVERTISING OFFICES: 


Philadelphia, 230 West Washington Square * Washington, D. C., Pathfinder 
Bidg., 2414 Douglas St. * New York, Room 2013, Graybar Bldg. * Chicago, 
Room 2101, 180 N. Michigan Ave. * Detroit, Room 5-267, General Motors Building 
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Truman Committee Delves 
Into ‘43 Paper Grants 


Washington, D. C., May 25.—No 
major issues were at stake when 
the Truman committee opened its 
public hearings on newsprint this 
week, for, as in so many cases, the 
real controversies had been settled 
at a private meeting. 

During the 30 days of grace that 
preceded the public hearings, the 
WPB printing and publishing divi- 
sion had been busy setting its 
house in order, so, on the opening 
day of the hearings, it meekly 
offered proposed changes in its 
regulations which more than met 
the demands of committee mem- 
bers who sought more definite 
rules for the grant of extra paper. 

Deprived of a live issue, the 
committee nevertheless conducted 
an exciting autopsy on 1943 ex- 
quota paper grants, building a 
substantial case to support the 
charge that appeals grants fol- 
lowed no understandable pattern. 

The victim of much of the criti- 
cism was Dr. A. N. Holcomb, 
chairman of the Appeals Board, 
who complained that he had to 
deal “with the policies of chang- 
ing administrations.” Dr. Hol- 
comb’s efforts to center the blame 
on W. G. Chandler, Scripps-How- 
ard executive, who had formerly 
been director of the Printing and 
Publishing Division, drew a sharp 
rebuff from Senator Hatch, who 
commented, “If his policy was 
wrong, you had a perfect right to 
change that.” 

Dr. Holcomb met further trou- 
ble when Senator Ferguson ques- 


By STANLEY E. COHEN, Washington Editer 


tioned the board’s policy of with- 
holding certain business informa- 
tion as “confidential.” “That was 
an unfortunate policy,” he con- 
ceded, but Ferguson fumed: “How 
can you consider anything confi- 
dential when a man appeals to the 
public for relief from an order 
which applies to everyone?” 
Asked why 75% of the extra paper 
went to 10 cities, Dr. Holcomb 
admitted, “Probably the larger 
papers understood the order better 
than the smaller ones.” 


* * * 


Split Hair: The government, it 
seems, cannot patent a trademark, 
although under its interstate com- 
merce powers, it can _ register 
them. At a hearing of the House 
foreign affairs committee this 
week, this point very nearly re- 
sulted in unexpected trouble for 
the C. B. Silver Packing Company, 
whose right to a court remedy has 
held up passage of the bill ban- 
ning commercial usage of Red 
Cross labels. 

Senator Tydings had expounded 
the rights of the Silver Company, 
when Rep. Vorhees discovered that 
Silver’s label read “Red Cross 
Brand Trademark Patented 1876,” 
and commented that this was mis- 
labeling which should be stopped, 
since trademarks cannot be pat- 
ented. Silver, however, was one 
of the few firms which would be 
in the clear in such a case, because 
it had actually patented the trade- 
mark in 1876, although the patent 
law was later declared unconsti- 
tutional. 


_ Legislation: 


Contract termina- 


WORCESTER’S 


Index goes 


1943 Index = 184.3 


Source: Industrial Bureau, Worcester Chamber of Commerce 


Stability and diversity of Worcester’s 400 industries with 1095 
individual manufacturers, are responsible for this high index 
figure of 184.3 in the heart of industrial New England. The 
gain of 16.5% over 1942, represented in this total, is no fly- 
by-night record. The comparison a year earlier showed a 23% 
increase. Worcester’s status as a market is sound and depend- 
able. New England’s Must Market well earns its title from a 
series of equally important increases (1943 over 1942) in — 
average weekly earnings, retail sales, per family buying income, 
per capita savings, industrial payrolls and employment. 


Worcester with a City Zone Population of 235,125 
and City and Retail Trading Zones of 440,770 receives 
practically complete coverage from Telegram-Gazette 


circulation. 


The TELEGRAM -GAZETTE 
WORCESTER, MASSACHUSETTS | 

GEORGE F BooTH Pubisher- - 

LOCK and IATES, NATIONAL REPRESENTATIVES 


OWNERS of RADIO STATION WTAG 


tion may emerge from the House 
judiciary committee before the 
recess. Observers see little chance 
for surplus property or manpower 
demobilization bills before fall. . . 
If a radio bill is reported, its 
chances against a June 20 adjourn- 
ment date are poor. . . People: Phil 
Cohen, who resigned as chief of 
the OWI domestic radio branch to 
go into service, only to find him- 
self over-age in the most recent 
draft shuffle, goes to London to 
run the invasion radio propaganda. 
... James E. Kelley, of the First 
National Stores, who had been 
assistant director of rationing at 
OPA, followed Col. Houston out 
of the picture. . . John Creutz, for- 
merly assistant to Frank McIntosh, 
will take over in charge of main- 
taining civilian radio at WPB. Mr. 
McIntosh will open a radio con- 
sultant’s office here. 


* * * 


Iron Fist: Coal shortage has 
spurred efforts of the Solid Fuels 
Administrator for War (Ickes by 
another name) to force acceptance 
of “alternate fuels,” that is, “take 
what you can get.” An order has 
already been issued prohibiting 
dealers in most parts of the coun- 


try from delivering anthracite or 
eastern coke to consumers who are 
equipped to use bituminous coal. 
On the voluntary level, a huge 
information campaign, involving 
considerable money, is now on the 
planning board. Velvet Glove: 
Tinplate industry will save 166,000 
tons of tinplate during the third 
quarter by voluntarily adjusting 
its own schedules. WPB has 
agreed to hold off a _ proposed 
directive, 
* ae * 


Mileage: Shoe manufacturers 
have promised WPB to adopt a 
voluntary program to _ increase 
wear of shoe soles by treating 
them with oil or equivalent mate- 
rials. In many cases, it means at 
least 25% more use. . . There are 
plenty of razor blades, but no new 
safety razors ahead. . . 200,000 
telephones are to be made this 
fall, largely because Western Elec- 
tric moved manufacturing equip- 
ment to St. Paul, a labor surplus 


area, 
* * * 


No, Thanks: The fluorescent 
lighting industry turned down an 
order from the Bureau of Stand- 
ards to develop simplified practices 
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for their industry, to speed re. 
sumption of production. Indus 
did not want to abandon planfs 
already tooled up. .. OWI Officials 
spent $150,000 in train fare 
shuttling between Washington ang 
New York in the 1944 fiscal yea, 
Congressmen think this could bg 
cut by using coaches on the foyr. 
hour haul, but Elmer Davis cop. 
tended that it would prevent his 
men from working en route. 


* * * 


Commerce: Department of Com. 
merce finds that the wartime de. 
cline in the number of business 
enterprises is drawing to an end, 
.. “Late Airgrams” will bring lagt 
minute reports from foreign sery. 
ice officers in Latin America to 
“Foreign Commerce Weekly” read. 
ers. . . There’s an index of “Facts 
for Industry” available from the 
Bureau of the Census. New re. 
ports include machine tool orders 
1942-1944; ground talc _ stocks 


* * &* 


Ground Jeep: Army officers sup- 
ported the FTC complaint against 
Willys-Overland’s jeep advertising 
at hearings here last week, credit- 
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ing Bantam with the original de- 
sign, but conceding that Willys’ 
motors are standard in all Jeeps 
now. . - Air Jeep: The Stinson 
“Flying Jeep” is used for air 
evacuation of wounded in jungle 
areas. It carries one at a time. 
Incidentally, 173,527 wounded 
were transported by plane in 1943, 
with only 11 deaths in flight. 


* * * 


Radio: The Washington Post 
has applied to the FCC for per- 
mission to buy WINX. . . Hearst 
Radio, New York, is seeking an 
FM license... WDEF, Chatta- 
nooga, has been sold. Angry: Col. 
J. Monroe Johnson complains that 
too many groups are _ holding 
“eonventions as usual” despite the 
recent urgent ODT request that 
they be cancelled. 


Hunt to Signode 


Lewis S. Hunt, for the past 10 
years secretary-treasurer of Sim- 
monds & Simmonds, Chicago 
agency, has been named advertis- 
ing manager of Signode Steel 
Strapping Company, Chicago, suc- 
ceeding E. C. Hamm, resigned. 


CAB Report Includes 
Late Hour Ratings 


First results of the Cooperative 
Analysis of Broadcasting’s re- 
cently announced intention to sur- 
vey radio programs broadcast from 
10:30-11:30 p. m., EWT, by the 
coincidental “average audience” 
method, have been published in 
the April CAB report. The prom- 
ising potentialities of these later 
hours are shown by the fact that 
two of the 14 commercial shows 
rated by the CAB ranked second 
in popularity among weekly hour 
and quarter-hour night programs, 
while a third ranked fifth among 
all half-hour night programs. 

Kay Kyser, with a rating of 16.0, 
finished second among hour night 
shows, while Bill Stern finished 
second among quarter-hour once- 
weekly broadcasts. Red Skelton, 
with a 22.5 rating, ranked fifth 
among the 114 half-hour night 
programs. 


Thiele to ‘Pathfinder’ 

Arch L. Thiele, at one time sales 
manager of Cluett, Peabody & Co., 
has joined the New York adver- 
tising staff of Pathfinder. 


Money-Making 
Women Spending 


More for Hair-Dos 


New York, May 23.—More than 
80% of women today pay more 
than $5 for a permanent wave, in 
contrast with three years ago 
when only 20% exceeded this fig- 
ure for permanents in the “middle 
class” market, according to the 
latest continuing reader forum 
series on beauty, food and fashion 
conducted by Fawcett Publica- 
tions. 

Other pertinent figures revealed 
by the study show that well over 
a third are paying more than $7 
for hair care nowadays, whereas 
only one out of 10 managed to 
stretch the budget to this extent 
in 1942. More than 7 out of 10 
women shampoo their hair at least 
once a week or oftener while 
others set two weeks as the dead- 
line for unwashed hair. Liquid 
soap is preferred for shampooing 
by most women; some 28% use a 
special rinse with every washing. 

Almost half the forum member- 
ship, comprised of 1,400 girls and 
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women, “put their hair up” nights 
and nearly 9 out of 10 of these 
prefer metal curlers despite dis- 
comfort sometimes experienced by 
their use. 

The upswept hair-do is said to 
be responsible for a 7% increase 
in use of combs for keeping coif- 
fures in place and 96%, a surpris- 
ing figure, say they still have and 
use bobby pins, in spite of the pre- 
vailing shortage. 


Blake Joins NBC 


Richard Blake, formerly with 
the promotion department of The 
Saturday Evening Post and before 
that with the advertising depart- 
ment of U. S. Gypsum Corpora- 
tion, has joined the advertising 
and promotion department of 
NBC, New York. 


Two Join ANPA Bureau 


L. Alvan Bennett, recently in 
the Army and formerly of the 
New York sales staff of the New- 
ark Evening News, and Charles J. 
Hauk Jr., formerly promotion 
manager of Guide Magazines, have 
joined the sales department of the 
Bureau of Advertising, ANPA. 


* Visual Communication: 
an Essential Function in our 
Essential Industries is the 


dramatic theme of the... 


ANNUAL 
EYMIBIT 


La 


drugs, and a thousand other war necessities. Get behind the 
drive in your community today, and in your advertising urge 


others to turn in every pound. Scrap paper is vital to victory! 


THE CHAMPION PAPER AND FIBRE CO., Hamilton, Ohio 


MILLS AT HAMILTON, OHIO ... CANTON, N. C.... HOUSTON, TEXAS 
Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Bristols, Bonds, Envelope Papers, 


Let business and individuals emulate the millions of school 
children who diligently collect scrap paper for war. The 
present clamor for scrap is more than the paper industry 
crying for help. It is Government’s demand for what it 
terms today’s most critical war material. Too few men are 
cutting pulpwood, and what they do bring down produces 
explosives, parachutes, bandages. Scrap must package food, 


medicines, blood plasma, ammunition, repair parts, sulfa 


Tablet Writing and Papeteries . . . 2,000,000 Pounds a Day 


DISTRICT SALES OFFICES 


NEW YORK - CHICAGO - PHILADELPHIA - CLEVELAND - BOSTON - ST. LOUIS - CINCINNATI - ATLANTA 


OF 
ADVERTISING 
ART 


sponsored by 
The Art Directors Club of Chicago 
now showing, 
May 29th to June 15th, at 
Art Center, Chicago 


The functional relationship between 
commercial art and American industry, 
is shown throughout this unusual exhi- 
bition. Added interest is given to each 
exhibit by showing the graphic idea 
layout side by side with the finished 
work. Every business man who uses 
advertising art will find profit in this 
exhibition. Students will see in it how 
experts do their work. And everyone 
who is influenced by advertising ari— 
and who is not?—will have an instruc- 
tive look behind the scenes. 


Chicago has reason to be proud of its 
position in the graphic aris, and it is 
the function of Art Center, Chicago, and 
its supporting professional groups to 
justify this pride with public showings of 
accomplishments. To see what Chicago 
artists are doing for American industry 
come to Art Center, Chicago, May 29th 
to June 15th. Admission is free. 


ATO Coe 


32 W. RANDOLPH ST. 


This Ad sponsored by COLLINS MILLER & 
HUTCHINGS, INC., Chicago Photoengravers 
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Varied Formulas 
for ‘En Guardia,’ 
‘Victory’ Reviewed 


One Sold, One Given 
Away; One Carries 
Ads, Other Doesn't 


Washington, D. C., May 24.—Ad- 
vertising men who have argued the 
merits of paid circulation versus 
free distribution will find advo- 
cates of both techniques among the 
nation’s foreign propaganda ex- 
perts, it would appear from state- 
ments by officials of the overseas 
branch of OWI, and the Office of 


the Coordinator of Inter-American 
Affairs released by the House ap- 
propriations committee today. 

With two years of experience 
under their belts, the OWI people 
strongly assert that a fair news- 
stand price and a reasonable 
amount of advertising contribute 
to the success of Victory, their 
pictorial presentation of America’s 
point of view in the war, dis- 
tributed six times a year in six 
languages to neutral and allied 
peoples. 


‘En Guardia’ Is Free 


On the other hand, the Rocke- 
feller committee continues free 
distribution of its handsome maga- 
zine En Guardia, distributed to 
600,000 Latin Americans without 
advertising, and rated by Mr. 
Rockefeller as “the most impor- 
tant single thing we do.” 

While the advertising and news- 
stand price also serve to provide a 
portion of the cost for publishing 


GIBBONS 


ONTPEAL WINMIPEG 


KNOWS CANADA 
J. J. GIBBONS LTD. 


MERCHANDISING ® 


REGINA 


Victory, OWI is far more con- 
cerned about net paid circulation 
as a help in getting America’s mes- 
sage across. 

“The purpose in putting out 
these magazines is to have them 
read,” Louis G. Cowan, chief of 
the New York office of the over- 
seas branch, said. “It is better not 
to give them away because they 
are much more effective when they 
are purchased. People who buy 
the magazines buy them because 
they are getting something they 
want.” 


Price Varies 


The price of Victory depends on 
the location and local conditions, 
varying from 20 to 35 cents a copy, 
Mr. Cowan said. OWI would like 
to set a standard 10-cent price, but 
at certain points in the world the 
price for waste paper is so high 
that the price must be fixed at a 
point where it is not worth while 
to buy it as scrap, he told the com- 
mittee. 

The magazine is printed in Eng- 
lish, Portuguese, Spanish, Arabic, 
Italian and French under a non- 
profit contract with the Crowell- 
Collier Publishing Company, and 


is distributed under a_ contract 
with the American News Company. 
The most recent issue cost slightly 
more than 18 cents per copy to 
produce. It has 80 pages and a 
circulation of 725,000 copies. 

Advertising for Victory is sold 
by Crowell-Collier, and is used 
chiefly by industrial corporations. 
The advertising is included in the 
magazine “to present the appear- 
ance of being a commercial Ameri- 
can magazine.” 

Like any good salesman, Mr. 
Cowan declared that the magazine 
has “extremely good reception. It 
has just been brought out on the 
newsstands in Turkey, and it out- 
sold all of the seven leading Turk- 
ish publications combined.” 

Altogether, the estimated income 
from Victory will be about $390,000 
for a year, approximately half the 
cost of publishing the magazine. On 
the other hand, En Guardia has 
asked an appropriation of $1,035,- 
000 in 1945, a reduction of $150,000 
from this year. En Guardia, how- 
ever, costs only 15 cents per copy 
to publish. It is produced by Busi- 
ness Publishers International Cor- 
poration. 

The Rockefeller publication, 


- PLASTICS & GLASS 


A very important new field . . . low-tem- 
perature glass fiber laminates . . . Seven 
articles in the May 1944 Modern Plastics 
deal with the development, properties, 
manufacture and applications. The new 
materials result from impregnating glass 


i 


’ gence, color will again spring back to the 
bright and glittering. Developments al- 


ready attained, but 


rub off: 


cloth with various low-pressure resins. 


They can be molded—also machined, 


drilled, punched, sawed, ground, etc. 


Sheets of these materials po 
dous strengths and are to be reckoned 
with, structurally, postwar. (14” sheets 
have tensile strengths up to 54,720, flex- 
ural strengths up to 84,600.) Methods of 
manufacture are accomplished with ease 
and economy. Present use confined chief- 
ly to military aircraft. Projected designs 
include luggage, furniture and complete 
bathroom and kitchen units. 


PLASTIC. & COLOR 


To the layman, plastics means Color! At 


tr Plast ics have found 


li 


plasties color for countless new applica- 
tions. And, by advanced know-how these 
new color values will not fade, chip or 


PLASTICS... A WAY OUT 


chant ship bulkhead construction so that 


$e. @ St theidEEDS socies | 


ceds... 


ake IN THE FIELDS 
SOC) of PLASTICS 


AND THOSE FALLING UPON GOOD 
GROUND WILL GROW UP YIELDING FRUIT A HUNDRED FOLD 


waiting, will create components . 


legs are laminated, resin-honded birch. 


Transparent celluioid ammunition 
.. in various sizes — for 
holding prescribed amounts of projectile 
charges. The transparency has reduced 
the number of duds because empty con- 


tainers are immediately apparent. 


their way into mer- 


New Plastics Flashlight . . . With trans- 
parent red tinted plastic extension rod 
serving as a beacon for night traffic direc- 
tion. Suitable for guard duty, too, and for 
special warning purposes. 


in emergencies, trapped seamen may find 


Plate”, this facility, 1814” in diameter and 
1/32 of an inch thick is positioned in two 
matching panels—back to back — within 
the bulkhead frame. These units will 
withstand the heavy pressures necessary 
to sea service —but under a delivered 
sharp impact kick, they will crack, fall 
clear of the frame and create an escape 
opening. A tribute to injection molding 
—an appreciated safety factor. 


present, according to Modern Plastics’ 


survey (May issue), the wartime func- 


A FEW OF THE NEW 


tionalism of plastics has subdued the use 


of color, has restricted it to a narrow 
range of standard neutral shades . . . but 
the minute restrictions permit indul- 


Light weight chair . . . molded — lami- 
nated. Seat and back are molded as a 
single unit of sisal-reinforced plastic. The 


[ 
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their way out! Described as a “Kick Out . 


ern By 


d STREET © NEW YORK 17, 


Pelorus Drift Sight ... An aircraft nav- 
igational instrument for checking course. 
Head, tube, base and dials made of plas- 
tic — molded and laminated. Materials 
chosen passed specs for strength, durabil- 


ity and weathering resistance. 


CHEAPER MOLDS 


Kirkaite, a soft zine alloy has proven very 
economical as a mold material; has been 
successfully adapted by the aircraft in- 
dustry for short run plastic items. Zinc 
alloy dies, by also possessing physical 
advantages, may develop important new 
and additional economies for all. indus- 


tries using plastics. 


ast 
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which appears monthly in Spanish 
and Portuguese and quarterly jp 
French, is distributed free by dj. 
rect mail from the Coordinator's 
office here. It has a press run of 
550,000 and goes to a selected list 
of persons on the mailing list of 
the CIAA, who are classified by 
occupation and geographical loca. 
tion. 

Over 1,700 letters a month are 
received as a result of En Guardia, 
Mr. Rockefeller said, “and it leaves 
a tremendous impact everywhere.” 
Asked to explain why no advertis. 
ing is used, Francis A. Jamieson, 
assistant to Mr. Rockefeller, tolq 
the committee: “That would use y 
a lot of paper.” In addition, Mr. 
Jamieson asserted “it would com. 
pete with the local publications ip 
advertising.” Only recently En 
Guardia reduced the weight of its 
paper stock by 25% at the request 
of WPB. 

Mr. Rockefeller said that at one 
time the CIAA considered a news- 
stand price for En Guardia but 
that “it was decided by the De. 
partment of State that it would be 
better not to do it.” 

Throughout his testimony, Mr, 
Rockefeller emphasized that the 
CIAA would discontinue its opera- 
tions as soon as possible, and that 
American corporations would have 
to take over many of the informa- 
tion programs now under way. 


Praises Admen’s Help 


For one thing, he said he hoped 
that “as soon as the war permits” 
he would dispose of En Guardia 
but that it would be carried on as 
a permanent venture. 

Mr. Rockefeller told the commit- 
tee that the response of private ad- 
vertisers to his plea for assistance 
in Latin America “was tremen- 
dous” and that “they have in- 
creased their advertising budgets” 
and have spent about “three times 
what the government has spent.” 

This assistance, he said, resulted 
from his letter to 1,700 firms, who 
were asked to keep their names 
before the Latin American public 
even though they had no goods to 
ship. “‘This has been of great sup- 
port,” he declared, “because papers 
and radio stations there were ina 
position where they might have 
been forced to close.” ; 

Mr. Rockefeller said his commit- 
tee was turning over radio pro- 
grams in Latin America as rapidly 
as possible to private advertisers, 
either local firms or U. S. firms 
that want a program. 

Many of the radio programs 
have turned out to be successful 
As a result, advertisers are dis 
playing increasing interest in many 
of the local shows, and the CIAA 
has been able to reduce its exper 
ditures by $350,000, or nearly 25% 


A "Must" Market 
By Any 
YARDSTICK! 


Space buyers investigating @ 
market like to know about such 
things as business, industry, agt 
culture, payroll and all the other 
factors that go into the making 
of a major market. 


And "major" is the word for 
Winston-Salem. Latest index o 
continued business development 
here is the announcement that 
bank clearings showed a 6!/, per 
cent increase for the first quarter 
this year over 1943. 


More information is yours fer 
the asking. 


JOURNAL and SENTINEL 
Winston-Salem, North Carolina 


National Representatives: 


KELLY-SMITH COMPANY 
NBC—Radio Station WSJS—RED 
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prorect YOUR THROAT...KING SIZE 


« , WINGS LESS 


. of 
< | IRRITATING 
t of 
by 
a a 2 
are 
dia, 
aves 
‘ ” 
oe AS AN EFFECTIVE NATURAL FILTER 
rtis- IN REDUCING THROAT IRRITATION 
SOn, FOUND IN CIGARETTE SMOKE * 
told 
e up 
Mr, 
:om- 
is in 
En 
f its KING SIZE—Brown & Williamson To- 
juest bacco Corp. has started a new drive 
for Wings king size cigarets in about 
; one 100 newspapers throughout the coun- 
ews- try, excluding the far West. Ads in 
but \40-line space will appear weekly. Bat- 
De- ten, Barton, Durstine & Osborn, New 
ld be York, is the agency. 
- Mr, 
the | Be Careful on 
pera- 
‘i | D-Day, OWI Asks 
ave i 
rma- | Advertisers 
Washington, D. C., May 24.— 
OWI officials today sought to pro- 
tect the airways from a chaos of 
hoped D-day appeals with a special crisis 
"mits period schedule of announcements, 
vardia and an appeal to radio stations 
on as and advertisers to operate as nor- 
; mally as possible. The OWI an- 
mmit- nouncements make no effort to tie 
te ad- in with invasion news “because 
stance the public mood on D-day will call 
emen- for painstaking, careful and intel- 
e in- ligent approach.” 
dgets’ “For millions of American fami- 
- times lies and parents, the crisis period 
nt.” of the invasion will be a period of 
sulted grave anxiety. They will resent 
s, who § any radio message which can be 
names interpreted as exploiting the mili- 
public tary situation, no matter how 
0ds to patriotic or worthwhile the subject 
at. sup- treated,” George Ludlum, chief of 
papers the domestic radio bureau, sug- 
re ina gested. 
t have Mr. Ludlum appealed to stations 
to continue to observe their reg- 
ommit- ular commitments under the sev- 
oO pro- eral radio bureau allocation plans 
rapidly throughout the days, regardless of 
rtisers, whatever announcements were 
. firms § used. 
“It well may be, however,” Mr. 
ograms 
cessful. 
re dis- : oa 
mo) FAMILIES ~ 
> CIAA ‘ " 
mere wile Children 
ly 25%: see 
———_—$————— 
ae 


"1... BUY MORE 
“| Qrugs! 


hey buy more of everything for 
vord fo folds and burns, for cuts and 
index of Pruises, for personal hygiene and 
elopment #eanliness. 


ent that 


NTINEL 
Carolina 


ANY 
JS—RED 


Ludlum continued, “that some 
advertisers will feel that for their 
particular programs cancellation 
of commercials and substitution of 
war messages would be desirable. 
To assist such advertisers, and in 
hope of avoiding the indiscrimi- 
nate broadcasting of war informa- 
tion announcements, we have 
worked up a_ special schedule. 
This schedule represents nothing 
more than a suggestion from the 
radio bureau, and is intended 
simply to help advertisers who 
wish to substitute OWI messages 
for commercials,” he said. 


Earlier, OWI Chief Elmer Davis 
had asked advertisers not to ex- 
ploit “D-day.” “The Allied in- 
vasion of Europe will represent 
the greatest military effort in his- 
tory,” he said. “It is a deadly 
serious business, the outcome of 
which will alter the destiny of 
the world. 

“Because of the deep psycho- 
logical and emotional impact this 
tremendous effort will have on the 
people of America, most of whom 
will have a relative or a friend 
participating, we ask that there 


be no exploitation of D-day or the 
actual invasion.” 

Mr. Ludlum said OWI was tak- 
ing “a neutral position” in the 
matter of replacing commercials 
with government messages. “The 
government war information pro- 
gram has much to gain from such 
a substitution, but at the same 
time it was something to lose,” he 
said. 

The OWI list contained 10 reg- 
ular programs, with special fact 
sheets, none mentioning invasion. 
The ten subjects are careless talk, 


35 


Wac, Wave and merchant marine 
recruiting, war bonds, V-mail, 
don’t travel, Red Cross, nurses, 
stick to your war job, and women 
in the war. They are scheduled 
at 15-minute intervals for a week. 


MULTIGRAPHING —FILLING-IN 


ADDRESSING — MIMEOGRAPHING 
THE LETTER SHOP, Inc. 


431 S. Dearborn St., Chicago Wab. 8655 


YOU CAN BANK ON...... 


Oil, manufacturing, agriculture, livestock and a widespread diversification of 
industry maintains Tulsa bank debits above all others in Oklahoma. Fifth in 
population, (Tenth Federal Reserve District) Tulsa is fourth in bank debits, 
» exceeded only by Kansas City, Omaha and Denver. a 
: income on the rich right side of Oklahoma that EVERY advertiser can bank 4 


inspeEDAE BE Ti 


This means a buying 


on for RESULTS! Remember, too, The Tulsa World and Tulsa Tribune are read 


tHe ricHT sipe For YOUR apvertisine: 


52% OF BUYING INCOME 


by 43% of all these families . .. and give the ADVERTISER 24-hour 
coverage at ONE LOW COST! 


TULSA WORLD 


OiL CAPITAL NEWSPAPERS 


TULSA TRIBUNE 


REPRESENTED NATIONALLY BY @ THE BRANHAM CO. 


POEL DEES 
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‘ ed “Obvious Adams was a delightful character Created by Robert R “ie 
oo 
i. of 3 | Updegraff IN a story Published a quarter century ago in Saturday _ 
wy we Evening Post, and later brought out In book form. 
ee ~ i 
! ee Oliver B Adams, later dubbed Obvious,” began his business 
gia 2 | i 
ae 3 career at the age of 12, in a small store in a tiny New England Village 
eae Years later, when the store was sold, he moved to New York attended The 
night school, heard a talk by a famous advertising executive, decided 7 
he wanted to be an advertising man, called on the executive and told “a 
‘ee. 6 pony the 
him so ag 
It seemed the obrious thing to do. His Career was a success from the pte 
beginning, because of tat one quality, peopie 
; “Obvious” Adams could cut through the maze of confusion sur. pay 
ee ee ae rounding any advertising Problem, and 8et right to its heart — find a 
the obvious appeals that would produce the action the client wanted. one 
What his advertising lacked in “inspiration” (whatever that is), an arg 
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These are the presidents of the operat- 
ing companies of the Bell System. They 
all started at the bottom of the ladder. 

In December 1937, the Bell System 
published an advertisement like this, ex- 
cept that now there are seven new faces 
in the picture. The seven new presidents 
since 1937 also started at the bottom. 

Those are the first two paragraphs and 
the burden of the American Telephone 
and Telegraph Company advertisement 
reproduced herewith and if it is not the 
pest advertisement of 1944 on the much- 
advertised subject of free opportunity, it 


\ surely will serve as a model until a better 


one is born. 
For here, in fact and in illustration, is 


UP FROM THE RANKS 


Bi 


Sk 


Thee are the presidents of the per 
ating tehephone companies of the Bell 
System, They oll started oh the bettom 
of the Ludeber. 

be December, 1937, the Bell Sytem pub» 
Viahed an advertisement the thes, excupt 


that wow there ave seven mew faver tw 


the pictures, The seven wew presidents 
duce 1937 wha started wt the battom, 


SELL TELEPHONE S¥STEM 


an argument for the American system of 
business that is indisputable. Its presen- 
tation is as straightforward and under- 
standable as the facts themselves. In 
something less than 150 words of formal 
text and seventeen short captions, with 
a brief tabulation in summary, AT&T has 
put down the whole promise of the sys- 
tem that we live by. 

It is made on the record: 

Walter S. Gifford. President of the 
American Telephone and Telegraph Com- 
pany. Started as a clerk with the Western 
Electric Company in 1904. 

Archibald J. Allen. President of the 


By THE MAIL ORDER MAN 

“Keying” his ads so he knows what 
Tesults he gets from each is a universal 
Practice of the experienced mail order 
advertiser. Otherwise he has no ade- 
quate way of knowing the factors he 
must know for efficient advertising — the 
best media, the resultful periods of the 
year, the effective copy appeals, the pull- 
Ing powers of his different products, etc., 
ete. So vital is this practice of keying 
ads that mail order advertising is often 
called “keyed” advertising. 

Variations in results between different 
media—magazines, newspapers, radio, di- 
rect mail, etc.—and between different 
Members of the same media group are 
© great for any advertiser that he must 
check his results from each to be sure 
that he is choosing the best carriers for 
his advertising. Variations in results be- 
tween his own advertisements are often 
a great as 100% even though the ads 
seem much alike and appear in the same 
Class of media. Trends in popular re- 
SPonse to his old products or to new 
Products show up in his results and are 
often caught only by keying. Some ads 


ont r publications will pull many inquiries 
an t a poor percentage of sales while 


ee ee 


Ihe Creative Wan Corner 


Cincinnati and Suburban Bell Telephone 
Company. Started as a service inspector 
in Pittsburgh in 1907. 

James F. Carroll. President Indiana 
Bell Telephone Company. Started his 
telephone career as a traffic student in 
Syracuse in 1906. 

Russell James Hopley. President of the 
Northwestern Bell Telephone Company. 
Started with Bell System as collector in 
Fort Madison, Iowa, in 1915. 

Ned R. Powley. President of The Pa- 
cific Telephone and Telegraph Company. 
Started as a statistical clerk in Boston in 
1908. 

Philip C. Staples. President of The 
Bell Telephone Company of Pennsylvania. 


Started with Bell System as salesman in 
1904. 

That is the story, told seventeen times, 
varied only by name and date and place. 

It rings true because it is true ...a 
million times truer than all the painted 
soldiers in all their painted foxholes or 
all the warplant workers sweating for 
Victory (in four colors)—and a postwar 
world taxfree! 

The American Telephone and Tele- 
graph Company has used a very simple 
device to tell a thrilling story and to 
make a thrilling promise. The pity is 
that this advertisement is so exceptional. 


Ihe Pay " Off Lf NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


In this department, basic principles which have proved their value in mail 
order advertising—and which are equally important to the advertiser who 
does not seek direct inquiries or orders—will be reviewed and discussed from 
week to week. Pertinent case histories, queries and comments from readers 
are invited. Whenever possible they will be answered here. 


others will pull fewer but better closing 
inquiries. 

Keying advertising is very simple 
when only a little advertising is done but 
becomes more complex when the adver- 
tiser uses a number of media or units of 
one medium. The principle is simple— 
arrange so that each response tells you 
from what ad it comes and keep a record 
of these responses and the resulting sales, 
tabulated to show you their sources, The 
difficulty arises only when you are using 
a large number of ads or a large number 
of advertising carriers. 

Sometimes when there are only a very 
few ads the keying is done by making 
a different offer in each ad—different 
booklets or different samples. Then you 
know from which ad the inquiry or order 
came but you are not testing media or 
copy, only the offers. 

You can use different street, room or 
box numbers or names of individuals in 
the reply address in different ads or you 
can use the different letters or combina- 
tions of letters of the alphabet. 

The most common method of keying 
seems to be the use of “department” 
numbers in the company address. One 
large mail order advertiser assigns per- 
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Year TotalCost No.of ing. Costpering. No.of Sales Cost per Sale f 


$15.00 


SCORE CARD—Sample of running total card in ad manager's file—one card for each publication. 
The figures on inquiries and sales by months are cumulative. 


manently a base department number for 
each advertising carrier he uses regularly 
—one each for the “Starry Magazine,” 
“Station XYZ,” the “Podunk Daily News,” 
etc., and special numbers for occasionally 
used media. In front of this he prefixes 
the number of the month as 1 for Janu- 
ary, 12 for December, etc. After his base 
number, he adds a key letter for the 
product advertised. Thus his key in the 
reply coupon or letter, as Department 
341-B, tells him the publication, the 
month and the product or offer. His ac- 
companying record of ads run in each 
medium tells him the ad concerned. 
Obviously, there are some loopholes in 
this method. Thus you would get the 
same key number from a publication in 
the same month of successive years but 
since this advertiser keeps a record of re- 
sults from an ad for only 12 months there 
is no complication. Also there are some 


readers who will neglect to use a 
coupon or include the key number in 
their reply letters, but their percentage 
is small (less than 5%) and he prorates 
them roughly over all his ads. 

Keeping a record of results is compara- 
tively simple. With a few forms, one 
bright young woman checks and records 
the key number of all the inquiries as 
they come in. This key number is then 
placed on the follow-up file card or 
stencil of each inquiry so that as a sale 
results, the information comes back again 
to this woman and proper credit is given 
to the ad. I know one woman who thus 
handles the records for 40,000 inquiries 
and 8,000 resulting sales a year. She 
places on the desk of the advertising 
manager daily, weekly and monthly totals 
and keeps a running summary in his desk 
file so that he can tell at a glance what 
each ad and each medium has done and 
is doing. 


Dear Joe: 


Each week G. I. Joe, former young adman, 
gets a letter from a prominent advertising 
man, discussing some basic situation or point 


of view that will be important for “Joe” to bear in mind when he returns to 


civilian life in the advertising business. 


Dear G. I. Joe: 

A lot of nice men have been writing to 
you in the columns of ADVERTISING AGE 
and giving you much sage and free ad- 
vice about what to do after the war in 
advertising and promotion, how to think 
about it, how to approach your buying 
public, and what kind of selling ideas 
to use. 

So far though, Joe, no one has re- 
minded you that 85% to 90% of the actual 
buyers in your buying public will be 
women... the women for whom you are 
fighting, women like your mother, the 
pretty girl next door and gals like 
your big and little sisters. As one of 
those millions of women I just, thought 
you ought to know that we’ll be your 
most important customers. 

Of course, all these women are for you, 
Joe, working for you, waiting for you, 


and praying for your quick and safe re- 
turn. 

So when you come back to advertising 
(and may it be soon) remember that this 
big and powerful buying audience of 
women have all had menfolk in the war. 
Thousands and thousands will have had 
men in it who won’t come back. Men 
missing forever in action. Remember 
that. These women will be realists like 
you, Joe. They will have suffered too. 
And what I’m trying to say is that such 
women will be just as down on any- 
thing phoney as you are, and just as 
quick to catch on. So tell them the truth, 
the whole truth about what you'll be do- 
ing and selling when you come back to 
advertising. 

Thanks, Joe, for reading this. 

MARY FURLONG MOORE, 

Public Relations Counsel, New York. 


Business Chart ot the Meek 


Total and Per Capita Drug Store Sales - 1943 
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422.64 


First figure for each state is 1943 drug store 
sales (000 omitted) Second figure is drug 
sales per capita. Total sales for U.S. — 
$2 745,982 000; average per capita, #2/56 
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The Journal carries more 
business. sells more goods 
other Atlanta 
newspaper. Circulation— 
194,036 daily, 249,918 Sun- 
day. Our 
Sawyer - Ferguson - Walker 
50,000-watt 
WSB is the Journal station. 


than any 


representative, 


Company. 
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HIS NAME IS RALPH SMITH, veteran 


Washington correspondent of THE ATLANTA 
JouRNAL (38 years). Coverage duplicating the 
wire services, competition with the syndicated 
writers, is not his job. The Southern angle, 
home-state stuff, is Smith’s specialty. His daily 
column “Crackerland in Washington” is one 
of the reasons for THE JOURNAL’s vast popu- 
larity ... no other newspaper in Southern his- 


tory ever had so many readers. 


Che Atlanta Zournal 


COVERS DIXIE LIKE THE DEW 


Zenith Shaping Postwar 
Plans in Four Fields 


With the appointment of key 
men to sales posts, Zenith Radio 
Corporation, Chicago, is rapidly 
whipping into shape its postwar 
plans for aggressive action in 
“four fields of opportunity: 

“1. Household radio, which 
offers a replacement demand of 
from 30% to 40% of the 60,000,000 
radios in use at the outbreak of 
the war—plus the additional de- 
mand created by the further de- 
velopment of FM. 

“2. The automobile market 
where Zenith had made great 
progress immediately before the 
war and where future prospects 
look even more encouraging due 
to recent developments. 


“3. The export field, which is 
decidedly strengthened .. . by the 
new demand for radios by peoples 
all over the world created by the 
war. 

“4. The commercial field in 
which Zenith has made steady in- 
roads as a result of its government 
work in the fields of aviation, 
transportation and industry.” 

* * * 


“Private business must be ready 
to provide productive jobs when 
the war is won, not at some vague 
later date,” warns the Graphic 
Arts Victory Committee, New 
York, in a booklet addressed to 
local advertisers and to producers 
of advertising, entitled, ““You Have 
a Share in Your Town’s Postwar 
Jobs and Profits.” 

In condensed form it outlines 
the Department of Commerce’s 
plan for “Community Action for 
Postwar Jobs and Profits.” Naming 
13 “of the simple things you can 
do now,” the booklet adds that 
detailed programs for following 
through on these suggestions can 


Pi 
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of Commerce or from its field 
offices, which it lists. 


* * * 


Luminescent rugs for post 
theaters and homes, having “both 
a practical and decorative glow in 
the dark,” are altogether feasibjie 
according to C. K. Everett, mer. 
chandising director of the Cotton. 
Textile Institute. This will bp 
made possible, he said, in address. 
ing the Chicago Carpet and Up. 
holstery Club last week, by using 
fluorescent pigment dyestuffs 
“which are now being utilized on 
a very broad scale in the many. 
facture of parachutes, flares ang 
signals” for the military. For qlj 
practical purposes, he revealed 
“the element of luminescence iy 
these dyestuffs will remain actipe 
for the useful life of the textiles 
in which they are found.” 


%* cy * 


Adequate postwar supplies of 
diesel fuels at reasonable prices 
may be expected if diesel engine 
builders and users will avoid 
specifications which unnecessarily 
reduce available volume, increase 
prices and cause economic waste, 
said Arch L. Foster of the Petro. 
leum Publishing Company, Tulsa, 
Okla., at the meeting on diese] 
fuels and lubricants of the Society 
of Automotive Engineers in Chi- 
cago last week. 

Fuels of any desired quality 
levels can be produced by Ameri- 
can refiners, he said, but specifica- 
tions for volumetric thermal value, 
distillation range, stability, igni- 
tion quality, pour point, flash 
point, sulfur content, and viscosity 
must be sufficiently broad to pre- 
vent needless limiting of the types 
of fuel supplied to customers, 

Bg * * 


The electrical wonders promised 
for the postwar era will be built 
right into new homes and sold as 


be obtained from the Department 


a part of them, J. H. Squires Jr, 


c’ 


halftones, 55 or 60-li. screen. 


“Little Things That Make a BIG DIFFERENCE 
in Newspaper Advertising” 


Clean, clear newspaper reproduction isn’t just an accident. It 
works out that way because it is done right from the very 
beginning and followed through. The original must be ab- 
solutely correct—ideal when it is neither under- or over-etched. 
There is a standard recommendation for depth of newspaper 


remember: Sparkling highlights should be .007” in depth; 
middle tones, .004” and good strong shadows will measure 
.0025". Work with your engrav- 
er and mat maker—you'll find 
it pays in the long run. If we can 
help you with your production 
problems, we’ll be happy to do 
so... just say when! 


May we put your name on 


DIRECT PRESSURE MATS 


418 South Market Street, Chicago 7, Illinois 


Good figures 
to remember! 


Here are some good figures to 


our Mailing List? 
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“GIVE US THIS DAY OUR DAILY BREAD” 
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SPAULDING BAKERIES 


BREAD AD—This ad originally ap- 
peared in the house organ of Spauld- 
ing Bakeries, Binghamton, N. Y. Favor- 
able comment induced the company to 
reprint the message in 48 newspapers 
in its marketing area. Volney Osha, 
vice-president, believes this to be the 
first time a baker has taken the first 
few words of the Lord's Prayer and 
woven copy about them for an adver- 
tisement. 


field supervisor of Westinghouse 
better homes department, told the 
Massachusetts Cooperative Bank 
League in Boston. 

It is a “must” for the building 
industry to create not shelter but 
complete living units if American 
housing is to hold its own with the 
balance of our living economy, he 
said, and listed nine phases of the 
home in which electrical equip- 
ment could play an important part 
in making it more attractive to 
prospective owners. Among them 
were good lighting, air cleaning 
and cooling and better wiring. 
Postwar kitchens, he said, will 
have electrical equipment to wash 
the dishes, dispose of refuse, and 
dispel cooking odors, while the 
laundry will be equipped electric- 
ally for washing, rinsing, drying 
and ironing. 

ue Bs aK 


Top public opinion analysts have 
formed a committee at the request 
of the Committee for Economic 
Development to help it find out 
what business men and the public 
are thinking about the postwar job 
problem, what aspects of it are 
worrying them most, and where 
their thinking may be uninformed 
or confused. Chairman is Theo- 
dore H. Brown, professor of busi- 
ness statistics, School of Business 
sonnistration, Harvard Univer- 
sity. 

oe ok Bi 

An era of progress and pros- 
perity in the food manufacturing 
industry after the war was pre- 
dicted last week by Paul S. Willis, 
president of the Grocery Manu- 
facturers of America. Addressing 


"Selling To Women While 
| They're Young 


pbshliched by GIRD SCOUTS 
Oey East seth Street, New York x7 


along with us! 


225,000 ABC! 


the Biscuit and Cracker Manufac- 
turers Association in Chicago, he 
discounted fears of a serious de- 
flation and said that the estimated 
110 billion dollar reservoir of pur- 
chasing power by the end of 1944 
will “spell out a prosperity which 
should be sustained for some 
time.” 

“Your No. 1 job,” he declared, 
“will be to produce the finest 
quality product, to sell at the low- 
est possible price and to offer the 
public the very best value. For 
competition, in my opinion, will 
be stronger than ever before.” He 


asserted that with government 
purchases tapering off, manufac- 
turers must find new outlets to 
absorb their expanded production, 
and forecast that “advertising and 
merchandising will regain a top 
position of importance in your 
operations.” 


Roth Moves Offices 


Roth Brothers & Co., successor 
to Roth, Schenker & Bernhard, 
Inc., has removed its executive 
offices to 134 S. LaSalle St., Chi- 
cago. The telephone number is 
Franklin 4646. 


Joslyn Takes New Post 


Cc. P. Joslyn, with Goodyear 
since 1926, and previously eastern 
sales manager of the mechanical 
goods division, has been named 
sales manager of the newly-organ- 
ized synthetic sales division of 
Goodyear Tire & Rubber Company. 


Wolff Moves Office 


Claire A. Wolff, New York, has 
moved her public relations, adver- 
tising and sales promotion office 
to 350 Fifth Ave. Telephone is 
Longacre 5-5978. 
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Hadley to Designers 


Earl L. Hadley, at one time 
advertising and sales promotion 
manager of Grigsby-Grunow Com- 
pany, has resigned from Associated 
Engineers, Inc., to become general 
manager of Barnes & Reinecke, 
industrial design organization, 
Chicago. 


Three Papers Join ABP 


Geyer’s Topics, The Gift and 
Art Buyer, and Plumbing and 
Heating Journal have joined As- 
sociated Business Papers. 


"MBER OF THE YOUTH GROUP 
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Hobart Heads AMA 


Donald M. Hobart, Curtis Pub- 
lishing Company, has been elected 
president of the Philadelphia chap- 
ter of American Marketing Asso- 
ciation. Other officers are Law- 
rence C. Lockley, du Pont, lst vice 
president; Roland G. E. Ullman, 
agency head, 2nd vice-president; 
Irying W. Wilder, Henry Disston & 
Sons, treasurer; and William F. 
Buehl, McGraw-Hill Publishing 
Company, secretary. 


ONE REASON WHY 


“*No Burton Browne Client 
Has a Competitor with 
Better Advertising” 


he 


NORMAN LOSH — Head of the book- 
keeping department. He keeps the 
facts and figures straight so. that 
everybody knows where they stand. 


BURTON BROWNE 


ADVERTISING 


150 EAST SUPERIOR ST. 
CHICAGO «+ DEL. 3800 


PPNC Men fo Comb 
Northern States 
for Waste Paper 


Federal Agencies 
Back New Campaign 
for South's Pulp 


New York, May 24.—Twenty- 
two states east of the Missouri 
river and north of the Mason- 
Dixon line will be combed for 
waste paper this summer by ad- 
vertising, circulation and other 
representatives of magazines under 
the central committee of Periodi- 
cal Publishers Nationai Commit- 


tee. 

“Kighty-five per cent of all 
paper in the United States is con- 
sumed in this area,” William B. 
Carr, on leave from Time to serve 
as chairman of the central com- 
mittee, told a meeting of 40 pub- 


lishers to outline plans for the 
drive. “Also this is where our 
manpower is chiefly located.” 

Work of the nation’s newspapers, 
he explained, has been instru- 
mental in lifting the waste paper 
collection rate from about 500,000 
tons a month in 1943 to about 
quota level of 667,000 tons for 
May. But summer vacations of 
school children, on whom the local 
drives have largely depended, may 
cause collections to drop to 550,000 
tons. 

“In these 22 states are 1707 
towns, with populations of more 
than 10,000 and 771 between 5,000 
and 10,000,” Mr. Carr said. “The 
magazines’ manpower will be used 
to bring up the lagging communi- 
ties.” Also in large cities through- 
out the country the men will help 
on commercial and _ industrial 
waste paper salvage. Because of 
manpower shortage, for example, 
only 45 of New York City’s 1,600 
business buildings have been 
brought into the drive. 


Adapt Curtis Plan 


After men have been delegated 
to local communities, others will 
be set to work in larger cities. 


The Cessna 


is war worker No. 74, a morale 
booster at the busy Cessna Plant. 


Bobcat Trainer mascot 


Cessna Aircraft Photo 


Another group will help to launch 
plans similar to one employed by 
Curtis Publishing Company, which 
stimulates collections by employes 
in large companies. 

The magazines’ efforts, Mr. Carr 
said, will tie in with those of the 
WPB, of newspapers and other 
groups, and should result in “hun- 
dreds of thousands of tons” of 
waste paper. 

Field captains and sub-captains 
are being named for Boston, Hart- 
ford, New York, Philadelphia, 
Cleveland, Detroit, Chicago, Min- 
neapolis and Kansas City. Com- 
mittees will work on promotion, 
research and new methods, and 
auxiliary manpower in the employ 
of the makers and users of pack- 
ages. 

No paid advertising will be used, 
but a thorough promotion pro- 
gram to keep the men producing 
is being developed. A booklet on 
the plan is being prepared, and 
bulletins will show the men how 
to operate. 

Advertising trade publications 
are aiding the plan by helping to 
inform the magazines’ men—each 
of whom will devote one-fourth of 
his time to the drive for the next 
three months—and by telling other 
groups concerned with paper and 
containers of the progress of the 
drive. 

Both the waste paper and pulp- 
wood drives sponsored by Periodi- 
cal Publishers National Commit- 
tee, it was explained, are part of 
a program backed by the nation’s 
magazines, not merely to ease the 
print paper shortage, but to pro- 
vide paper and paperboard to 
meet essential military and civilian 
demands. 


BACK SOUTHERN DRIVE 


New York, May 24.—Stimulated 
by progress in a recent New York- 
New England campaign, in which 
a 13% loss in pulpwood production 
for 1943 from the year 1942 was 
turned into a 7% gain in the first 
quarter of 1944 from the same 
period of 1943, the Periodical Pub- 
lishers National Committee will 
invade six southern states in June 
with a similar program. States 
tentatively selected are South 
Carolina, Georgia, Alabama, Flor- 
ida, Mississippi and Louisiana. 

The new program will be aided 


Morale Is High in Booming Wichita! Boom- 
town's fabulous payroll is its biggest morale 
booster...sales booster, too, for booming Wichita, 
with a doubled population and a spendable 
income per family that is more than doubled! 
Wichita tops the great Southwest in record- 
breaking retail sales with more than $16,000,000 
monthly; is second in sales increases in the en- 
tire Nation! But Wichita, with important money 
to: spend is saving money, too, as evidenced 
in sharp savings increases and war bond sales. 
Peace-time Wichita, the Aviation Capital, with 
its reserve of natural resources in rich wheat 
lands and untapped oil areas will still be 
boomtown for low-cost sales. 


Forward-looking advertisers are 
creating sales-habits now with that 


Selling Station in 
Market... 


CBS 


5000 Watts Day & Nite 


Kansas’ Richest 


FE 


WICHITA 


Call Any Edward Petry Office 


by representatives of the War 
Production Board, War Manpower 
Commission, Selective Service, Ex- 


Advertising Age, 
newly-created timber production 
war project divisions of the De. 
partment of Agriculture. 

Arch Crawford, managing dj. 
rector of PPNC, and his staff wi 
be aided by federal agencies, farm 
and other groups. As in the North 
he said, PPNC will work through 
a forest products production com. 
mittee in each state, and PPNC 
itself will not be publicized. Pypb. 
licity will be supported by loca] 
merchandising. 

In_ the Northeast, programs 
broadcast regularly over 15 sta. 
tions in New York, Maine, New 
Hampshire and Vermont were em. 
ployed to supplement the news. 
paper work of the war activities 
committee of the Pulpwood Con. 
suming Industries and of indi- 
vidual pulpwood mills, and the 
promotion by farm papers. A mo- 
tion picture, “Farm Woodlots 
Fight,” featuring Donald Nelson 
and representatives of WPB and 
farm organizations, was shown in 
250 theaters in the four states and 
seen by about 5,000,000 people. 

Some 200 Granges were active 
in the Northeast campaign. Their 
work, backed by PPNC, was re. 
sponsible for production of 200,000 
cords—or about 200,000 tons—of 
pulpwood in that area. 

Similar methods will be em- 
ployed in the South. 


Keefe to CBS 


Howard M. Keefe, at one time 
western manager of American 
Magazine, has joined the Chicago 
network sales staff of Columbia 
Broadcasting System, replacing 
Dudley Faust, who reported at 
Quantico, Va., May 25 as a 2nd 
lieutenant in the Marine Corps, 


‘Monitor’ Shifts Two 

T. Dean Lowry has been ap- 
pointed manager of the Los An- 
geles office of Christian Science 
Monitor, succeeding H. Phelps 
Gates, formerly Pacific Coast man- 
ager, who has been appointed 
circulation manager of the paper. 


Frank Ware Promoted 


Frank Ware, circulation director 
of Newsweek, has been promoted 
to assistant general manager of 
the weekly and placed in charge 
of production. Before joining 
Newsweek last year, Mr. Ware had 
had 18 years experience in the 


, 


tension Forest Service and the 


publishing field. 


$1,077 Savings 
Per Capita 


Only a few major markets of 


per capita runs 19.2% higher than 


and Central New England a BIG 
STATION inside of this big market. 


PAUL H. RAYMER CO. 


either a savings total per family or a per capita savings 
comparable to Worcester’s. As reported 
March 1, 1944, this figure of $4000 per family and $1077 


Both industry and agriculture have a hand in this record — 
a sample of the huge buying income that makes Worcester 


preferences are preponderantly in favor of WTAG—a BIG 


National Sales Representatives 


thé nation can boast of 
by the banks on 
1940. 
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) Advertising Age, May 29, 1944 


ACCEPTS AWARD — Melvin Brorby, 
vice-president of Needham, Louis & 
Brorby, Chicago (left), accepts the 
medal award for business paper adver- 
tising, one of the winners in the 1944 ex- 


h hibition of the Art Directors Club, from 


Harold Jensen, BBDO art director and 

exhibition committee chairman. Don 

McCray, chairman of the committee on 

selection, is at the mike. Eagle Picher 
Lead Co. is the advertiser. 


Canada Extends 


Paperboard Ban 


Ottawa, Ont., May 24.—Com- 
plete bans and new restrictive 
quotas on the use of paperboard 
for articles and containers went 
into effect this week as part of 
Canada’s drive to conserve sup- 
plies. Similar restrictions have 
already been made on the use of 
shipping containers. 

Complete prohibition has been 
placed on paperboard use for such 
items as advertising displays, 
bathroom accessories, beverages, 
blankets, bread, paint or shaving 
brushes, individual-size cereal 
servings, cigaret lighters, luggage 
and purse containers, paints, soap, 
trunks, individual containers for 
clothing except footwear, cutlery, 
pens and pencils, tools, books, 
pipes, compacts, etc. 

Quotas from 60% up are placed 
on purchases of paperboard by 
other users for the year ending 
April 30, 1945, based on 1943 de- 
liveries by weight. A_ specified 
list of foods for human consump- 
tion is given a 100% quota and 
placed along with war materials 
and supplies as far as priority on 
production and delivery is con- 
cerned, 


Shultz Joins Purepar: 


Harry Shultz, formerly sales 
promotion manager for Northwest- 
ern Drug Company, has been ap- 
pointed general sales manager of 
Purepac Corporation, New York, 
manufacturer of drugs and insec- 
ticides. His headquarters will be 
in Chicago. 


Asks Tele Station 


Application for a television sta- 
ug in Jacksonville, Fla., has been 
fléd with the FCC by Jacksonville 
Bradcasting Corporation, opera- 
lof of Station WPDQ, 5,000-watt 
Mutual outlet. 


500,000 


STOCK PHOTOS 


*AUFMANN: & FABRY CO. 
*Gnreaco NYE 


Blue Adds Stations 


Effective June 1, eight Texas 
stations will become affiliated with 
the Blue Network as supplement- 
ary stations to the Southwestern 
Group, bringing the total number 
of Blue affiliates to 191. 


CBS Adds Two Stations 
Stations KSJB, Jamestown, N. D., 
and KTTS, Springfield, Mo., have 
become affiliated with CBS as spe- 
cial supplementary outlets, bring- 
ing to 143 the total number of 
Columbia affiliates. 
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vertising, consisting principally of 
business paper space and direct 
mail, with H. George Bloch Ad- 
vertising Company, St. Louis. 


Bendelow Moves 


Bendelow, Proebsting & Asso- 
ciates, Chicago art firm, has 
changed its name to Bendelow & 
Associates, and moved to 35 E. 
Wacker Dr., Chicago 1. 


Nooter Names Bloch 


John Nooter Boiler Works Com- 
pany, St. Louis, has placed its ad- 


Three Appoint Aves 
Wesley Aves & Associates, 
Grand Rapids agency, has been 
appointed to handle advertising of 
Ranney Refrigerator Company, 
Greenville, Mich.; Knape & Vogt 
Mfg. Company, Grand Rapids; and 
Nahigian Brothers, Chicago. 


of dollars! 


REPRESENTED 


LOS ANGELES — The 


Los Angeles retail sales in 1943 totaled 
$2,005,060,000*—and this means a daily 


average of almost five and a half millions 


Los Angeles’ effective buying income 
of $5,257,212,000*—more than two and 
a half times its retail sales—is indicative 
of the vast reserve of buying power which 
its 3,424,417 people are now accumulating 


for after Victory spending. | 


hiatan ding Market 


This outstanding market thus earns 
top place in your present and postwar 
planning. Any program designed to cover 
Los Angeles starts logically with advertis- 
ing in the Herald-Express, now as for 


years, the preferred daily newspaper in 


this tremendously rich area. 


The newsprint shortage remains acute 
and the use of smaller and more frequent 


advertisements is urged. 


*Source: Sales Management’s Survey of Buying Power 


LOS ANGELES 


EVENING 


Aorald Lyme 


LARGEST CIRCULATION OF ANY DAILY NEWSPAPER IN THE WEST 


NATIONALLY BY PAUL BLOCK AND ASSOCIATES 
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selves much more readily to post- 
war changes than “we stay-at- 
homes.” 


Urges Joint Attack 


The war is teaching two impor- 
tant lessons, said Rob MacLeod, 
executive vice-president of Niag- 
ara Falls Power Company. 

“First,” he said, “that liberty is 
a priceless possession, worth fight- 
ing, working and even dying for; 
second, that miracles can be ac- 
complished when men cooperate in 


os real. He saw advertising’s role; “that there are no longer great toget 
Advertisin Ur ed not merely that of making more| difficulties in making goods . , | ieee 
money for its users or creating| but only the difficulty of distriby- prob! 
THE GREATEST SELLING POWER ||, ‘ mone” yehume’of sles ut "some [tion ts in this fold that eg. f R 
to . lead M arch thing far more satisfying, out of a should devote its efforts, “A p 
y ~ which, if we seize our opportunity, | he said. mG for ¢ 
i® THE SOUTH S GREATEST CITY and improve our shining hour, will| “The forces of advertising and peop! 
’ ’ come all of these mundane but|sales have been used in the pre- | have 
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life; to the making possible of the > sw ae ak das var ae ond 
F j iti which e ’ a 
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of postwar problems we will just § and ) 
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labor and government will work 


@ Like a broad ribbon of silver, the mighty Mississippi 
rolls past West Tennessee on its way to join the waters 
of the Gulf. Today as it nears Memphis, it surges past 
the National Forest of Discovery, a new national forest 
established on the four-hundredth anniversary of the 
discovery of the Mississippi by De Soto. Dedicated to 
forest conservation, this tract will be restored and for- 
ever preserved just as De Soto first saw it: primeval and 
magnificent woods of oak and hickory and cypress, teem- 
ing with wildlife, its streams alive with fish. Leader in 
the movement to establish this forest preserve in West 
Tennessee was The Memphis Press-Scimitar, acting in 
the role of the good citizen. 


it is the leader in every effort for the common welfare, 
shaping our ideals just as definitely as do our churches 
and our schools. And because no newspaper anywhere 
has acted more consistently and effectively for the public 
good, The Memphis Press-Scimitar is a great news- 
paper—a great force in its city. And it is a warm, hu- 
man force, with the profound respect and confidence of 
its readers. These are the qualities that make it 
astonishingly productive for advertising. 


MEMPHIS ! 
PRESS-SCIMITAR 


§ 
¢ 


Press-Scimitar is one of America’s 
finest evening newspapers, because, 
in addition to its splendid news cov- 


erage, it does have such a remark- 


ably fine record of worthwhile com- 
munity achievements because no 
newspaper anywhere has a deeper 


Shelby Forest is another Press- 
Scimitar community achievement. 
Through its editorial planning and 
support, Press-Scimitar made this 
playground and forest preserve at 
Memphis’ front door a splendid ac- 
tuality: with its picnic and camp 


Press-Scimitar likewise devotes con- 
sistent support to the Friends of the 
Land movement as a broad conser- 
vation and soil-rebuilding program 
which ultimately will contribute 
very much to the wealth and well- 
being of this section of America. 


_ He needs your help © 
So do his buddies © 
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to support their bravery and 
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together for the common good, 
“everyone will benefit and our 
roblems will be one-half solved 
at the start,” he told his listeners: 
«A potent instrument for good or 
for evil is in the hands of you 
people who handle publicity. You 
have a duty in this bright, new 
world beyond the mere sale of 
material merchandise.” 

Postwar sales training will re- 
quire a larger budget than has 
been considered adequate up to 
this time, said Arthur L. Scaife, 
merchandise manager, Appliance 
Sales Division, General Electric 
Company, in urging his listeners 
“tg get ready for the sales job 
ahead.” 

He divided into three groups the 
men to be selected and trained as 
salesmen after the war. These are, 
he said, field organization men who 
have been and still are working in 
various war jobs or are in the 
armed forces; factory or headquar- 
ter’s staff men who have been and 
still are engaged in war work; and 
new recruits for postwar jobs. 
Each of these groups will call for 
different training programs, Mr. 
Scaife said. He stressed the im- 
portance of the interviewer who is 
“the company” when he interviews 
new men, and suggested that the 
visual method of training should 
be used whenever possible. 


Morison Named President 


Arthur A. Morison,’ Dominion 
Life Assurance Company, Water- 
loo, Ont., was 
elected presi- 
dent of the 
Affiliation, suc- 
ceeding Grant 
Stone, Cleve- 
land Press. 
Other officers 
named are Gor- 
don Altman, 
NuBone Com- 
pany, Erie, list 
vice - president; 
Tom Robinson, 

ondon Life 


Arthur A. Morison 
Insurance Company, London, Ont., 


2nd vice-president; Carl Abby, 
Holland Paper Company, James- 
town, N. Y., 3rd vice-president; 
Eric Zimmerman, Railway & In- 
dustrial Engineering Company, 
Greensburg, Pa., secretary-treas- 
urer; Ethel Whitham, Maple Leaf 
Milling Company, Toronto, secre- 
tary for Canada; Walter Kiehn, 
J. J. Gibbons Ltd., Toronto, treas- 
urer for Canada. 

S. R. Bernstein, ADVERTISING 
Ack, was elected an honorary 
director, others being Paul Bolton, 
Bolton Advertising Company, 
Washington, D. C., and Henry 
Marks, Printers’ Ink. 

Following decision of the Cana- 
dian government to permit use of 
funds for travel in the United 
States, it was decided to hold the 
a convention in Pittsburgh in 
ay. 

_A testimonial scroll and gold 
life membership card were pre- 
sented to Don Thomas, Buffalo, 
by Secretary 


Zimmerman in 
recognition of Mr. Thomas’ out- 
standing service as _ secretary- 


treasurer of the Affiliation for nine 
years, 


If it’s 
A TEST 


you want... 
TAKE 


NEW HAVEN 


The Register is rated* the 
7th test market in the U. S. 


—2nd in New England. With 
@ minimum cost you reach 
urban and suburban popula- 
tion. 


Williams to ‘Chronicle’ 


Harrison B. Williams, formerly 
with N. W. Ayer & Son, J. Walter 
Thompson Company, New York 
Times and Canadian publications, 
has been appointed promotion 
manager of the San Francisco 
Chronicle. 


Foster Expands 


Harry E. Foster Agencies, To- 
ronto, hitherto operating only in 
the radio field, has entered the 
general agency field. 


Seeger Retrigerator 


Plans Home Freezers 


Seeger Refrigerator Company, 
St. Paul, whose activity has hith- 
erto been confined to the commer- 
cial refrigeration field, will enter 
the consumer field after the war 
with a “freezing cabinet” for home 
use, Walter G. Seeger, president, 
has announced. One feature will 
be three pull-out drawers, two for 
freezing and storage and one for 
storage only. 

Extensive advertising and mer- 


chandising to dealers and the pub- 
lic will be started this summer, 
using consumer and trade publica- 
tions, through David, Inc., St. Paul 
agency. 


Carlson to DuMont 


Paul E. Carlson, formerly with 
RCA Victor and Delco, has been 
named to direct merchandising of 
postwar electronic and television 
products of Allen B. DuMont Lab- 
oratories. He will make his head- 
quarters at DuMont’s New York 
sales office, 515 Madison Ave. 


43. 
Melick to Clements 


Weldon Melick, contributor to a 
number of leading magazines and - 
formerly on the editorial staff of 
Liberty, has joined the creative 
staff of the Clements Company, 
Philadelphia agency. 


Miller Advanced 


C. E. Miller, general sales man- 
ager, has been appointed general 
manager of A. Schilling & Co., San 
Francisco tea, coffee and spice 
packer. 


“for distinguished correspondence during the year, the test 
being clearness and terseness of style, preference being 
given to fair, judicious, well-balanced and well-informed 
interpretative writing, which shall make clear the significance 
of the subject covered in the correspondence or which shall 
promote international understanding and appreciation.” 


1941 Westbrook Pegler in recognition of his series of articles on 
scandals in the ranks of organized labor. ' 


1940 S. Burton Heath for distinguished example of a reporter's 
work during the year. 


1939 Thomas L. Stokes for distinguished example of a reporter's 
work during the year. 


1937 David Dietz for reporting the tercentenary celebration of 
Harvard University. Awards were shared by five reporters. 


1937 The Cleveland Press for its investigation and exposé by news, 
editorials and cartoons of a cemetery racket. 


Other Scripps-Howard Pulitzer Prize winners 


1936 George B. Parker for distinguished editorial writing during 


the year. 


1933 H. M. Talburt for outstanding example of cartoonist's work 


during the year. 


1933 The New York World Telegram for its series of articles on 
veterans’ relief, on the real estate bond evil, on the “write 
in McKee name” campaign and exposing lottery schemes of 


various fraternal organizations. 


1928 The Indianapolis Times for the exposé of political corruption 


in Indiana. 


1923 The Memphis Commercial Appeal for its courageous attitude 
in publication of cartoons and the handling of news in reference 
to the operations of the Ku Klux Klan. 


SCRIPPS-HOWARD NEWSPAPERS 


NEW YORK . . .World-Telegrom 
CLEVELAND 4 + 6 + 6 + + Press 
PITTSBURGH. . « + + + + Press 
SAN FRANCISCO 
INDIANAPOLIS. 


COLUMBUS ...... Citizen 
CINCINNATI. «1... + Post 
KENTUCKY ......+ + Post 

Covington edition, Cincinnati Post 
KNOXVILLE . ... News-Sentinel 


- News 
« Times 


NATIONAL ADVERTISING DEPARTMENT + 230 PARK AVENUE+ NEW YORK 


Ge SCs«é#UENNVEER Rocky Mt. News 
: BIRMINGHAM ..... . Post 
e MEMPHIS . . Commercial Appeal 


EVANSVILLE . 6 6 2 + + + Press 
HOUSTON. « « « «6.6 + + Press 
FORT WORTH .. 4» + + Press 
ALBUQUERQUE .. . . Tribune 
EL PASO ....+ + Herald-Pow 


CHICAGO = SAN FRANCISCO 3=—s-«éDETROIT. «Ss MEMPHIS —s PHILADELPHIA 
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Chain Drug Group 
Plans June Meeting 


The National Association of 
Chain Drug Stores has scheduled 
its annual conference for June 4-6 
at French Lick, Ind., and plans as 
a wartime measure to call the ses- 
sion a “Hoosier Houseparty” with 
barbecues and hayrides. rather 
than an expensive dinner and re- 
ception. 

Among the speakers addressing 
the conference will be James A. 


Farley; Robert Bellaire, former 
United Press correspondent who 
was interned by the Japanese after 
Pearl Harbor; C. Scott Fletcher, 
sales manager of Studebaker Cor- 
poration, who will discuss postwar 
trends in the field; Laurelle Guild 
and D. P. Caverly of Sylvania 
Electric Corporation, who _ will 
present a paper on postwar light- 
ing; E. S. Rogers of the American 
Foundation for Pharmaceutical 
Education, and Fred L. Dean of 
the National Pharmaceutical Com- 


markets in the Middle West. 


G 
NEW YORK OFFICE: 101 Park Ave. 


For Best Results Advertise in— 


“‘CONCENTRATED”’ 
NEGRO MARKETS 


Concentrate your advertising expenditures in the Chicago 
Defender Newspapers, covering the three largest Negro 


THE CHICAGO DEFENDER 
THE MICHIGAN CHRONICLE—DETROIT 
THE LOUISVILLE DEFENDER 
Sold separately or in combination 


Write for information: 
EORGE T. HOPEWELL, Exclusive Repensontatines 
CHICAGO OF 


ICE: 75 E. Wacker Drive 


mittee on Public Education. 


Little Hope for 
Paperboard Hike, 
Box Makers Told 


Chicago, May 23.—With produc- 
tion of paperboard still insufficient 
to meet military and civilian 
needs, there is little prospect for 
any immediate increase in non- 
military supplies, W. Irving Os- 
borne Jr., president of the Na- 
tional Paperboard Association, 
told the National Paper Box Man- 
— Association here yester- 

ay. 

The average output of paper- 
board since the first of April was 
153,000 tons a week, compared 
with the May, 1943, weekly aver- 
age of 153,400,"hé said. Urging 
greater collections of waste paper, 
he pointed out that as the flow of 
this material increases, so also 
does the production of paperboard. 

Shortages of labor and materials 
may slash box production and 


Yes, The Record Newspapers, 'Troy’s 


only dailies, completely 
prime industrial market. 


read by over 9 out of 10 families in 
Troy and 4 out of 5-in the A.B.C. 
city zone — 123,000 consumers influ- 


i 


cover this 
They are 


enced in their buying habits by ONE 


medium. 


This is true coverage in a big and 
decidedly wealthy market. And, 


here’s an even greater fact to keep in 


mind: This coverage, through ON E 
medium, in ONE large market, can 
be purchased at ONE low cost of 


only 12c per line. 


Circulation of The Record Newspapers: 
40,411 (A. B. C. Publisher's Statement for 
6-month period ending March 31, 1944). 
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profits rather sharply this year, 
warned A. M. Bond, association 
vice-president and chairman of the 
government relations committee. 
Companies doing no more business 
than in 1941, with their prices 
frozen at the 1941 levels, must be 
losing money now, he commented 
in stressing the importance of fur- 
nishing sales figures requested of 
the membership for use in OPA 
negotiations. 

W. B. Moore, association cost 
and tax consultant, said that sales 
of the industry as a whole had 
shown a 10% dollar gain in 1943 
over 1942. 


Sees Postwar Gains 


E. S. Dillard, chairman of the 
postwar planning committee, de- 
clared that the industry may look 
for an upturn in business immedi- 
ately after the war that will last 
for several years. Thereafter for 
the balance of the first five post- 
war years, he said, there may be 
a slow tapering off. 

Hailing the setup paper box in- 
dustry’s cooperative advertising 
campaign in business papers 
through the Master Craftsmen 
group as a “solid achievement,” 
Walter P. Miller Jr., association 
president, recommended expansion 
of the association’s national adver- 
tising efforts as “an effective aid 
in extending postwar sales and 
combating competition.” 

There will be a “reshuffling of 
familiar patterns” after the war, 
with rapid changes in the market- 
ing and distributing structure, 
averred L. B. Sizer, sales promo- 
tion director of Marshall Field & 
Co., in warning his listeners to 
prepare now for those changes. 
Competition will be greater than 
ever, he said, with railroads, for 
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instance, competing with airplanes, 
auto makers building planes, and 
airplane manufacturers invading 
the refrigeration field. 

“We will need all the skill ang 
all the force that goes into pub- 
licity not only to maintain our 
present businesses, but to expand 
them,” said Mr. Sizer, adding that 
“neither habit nor tradition wil] 
bear out our name” without con- 
stant advertising. 

Officers were reelected by the 
association, including George J, 
Kroeck, Chicago, honorary presi- 
dent, and Walter P. Miller Jr, 
Philadelphia, president. 


O’Keefe Heads Publishers 


John O’Keefe, vice-president of 
Chicago Daily News, Inc., has been 
elected president of the Chicago 
Newspaper Publishers Association, 
succeeding the late S. E. Thoma- 
son, former publisher of the Chi- 
cago Times. Harry A. Koehler, 
general manager, Chicago Herald- 
American, was named vice-presi- 
dent of the group. 


Aids Druggists 

Ellis-Bagwell Drug Company, 
Memphis wholesaler, has launched 
a campaign in 93 newspapers in 
four states to urge patronage of 
independent druggists. Decalco- 
manias, direct mail and sales ma- 
terial are backing up the news- 


paper copy, which is _ placed 
through Merrill Kremer, Inc, 
Memphis. 


Gets Hardware Account 

Advertising of American Hard- 
ware Corporation, New Britain, 
has been placed with Wilson & 


Haight, Hartford. 


Oh, Baby, your skin 


feels so smooth. 


Of course! 


WDAY carries 
lots of 
beauty hints! 
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ROUTE TO 
BERLIN! 


F: * bs : ¥ ui 
The Centra! Railroad of New Jersey 


WAR TWIST—Typical of a new series 
of 600-line ads in New Jersey and 
eastern Pennsylvania newspapers is this 
copy for the Central Railroad of New 
ald. @ Jersey showing its important part of 


the “route to Berlin." Richard A. 
Foley Advertising Agency, Philadel- 
phia, handles the account. 


any, | Drops Jack Frost 

ched 

sin | gnd Cascade 

alco- 

- | Brand Names 

our Seattle, May 25. — Cascade 

laced Frozen Foods, Inc., is dropping the 

Inc, brand names, Jack Frost and Cas- 
cade, for its frozen fruits and 
vegetables in favor of the sur- 

int name of the company’s president, 

Jard- James R. Agen. The transition is 

‘itain now under way, and the 1945 pack 

on & will be entirely under the brand 


name of Agen. 

“We are making: this change as 
a result of an intensive study by 
our sales department and our mar- 
keting counsellors,” explained 
Richard L. Howe, secretary of the 
six-year-old company, which 
packs 11 fruit and vegetable prod- 
ucts. “We realize that changing 
a brand name is not a matter to 
be taken lightly, but the names 
Jack Frost and Cascade are in 
conflict in so many localities and 
are used by so many different 
types of food products that we de- 
cided to take time by the forelock 
and make the change before we 
went any further in building up 
good will on those brands that we 
cannot entirely control. 


‘Confidence-Inspiring’ 


“On the other hand there seems 
to be something inherently con- 
fidence-inspiring in the name of 
the maker. Witness the large 
number of well-known foods that 
carry as their brand name the 
name of the man who originated 
them or who produces them or 
who does both. 

Joseph R. Gerber Company, 
Portland, handles the account. 


Tyerman to Agency 
Don M. Tyerman, formerly pub- 


lic relations supervisor of Boeing 
Aircraft of Canada, has joined 


advertising agency, as " public rela- 
tions director. 


WSGN is tops 
in coverage; has 
the best morn- 
ing Hooper; the 

salable 


Alabama 


at a new high! 


O'Brien Fourley Ltd., Vancouver 


time. 
There you have 
spot dominance 
where income is 


Join NBC Spot Sales 


Herbert V. Anderson and James 
A. Nolan have joined the NBC 
national spot sales department, 
New York. Mr. Anderson was for- 
merly district sales manager for 
the Brooklyn Edison Company. 
Mr. Nolan was previously asso- 
ciated with George Bijur Adver- 
tising Agency as account execu- 
tive and new business manager 
and before that with Criterion 
Advertising Company, New York, 
as vice-president and account 
executive. 


Publicists Expand 

American Council on Public 
Relations, of which Rex Harlow 
of Stanford University is presi- 
dent, has entered an expansion 
program under which Mr. Harlow 
will devote his full time to the 
council, one of his immediate jobs 
being to set up chapters in Chi- 
cago, Washington, Pittsburgh, New 
York, Boston, Hartford and Salt 
Lake City. The offices of the coun- 
cil have been moved from Palo 
Alto, Cal., to 369 Pine St., San 
Francisco. 


Bass Luckoff Named 

Axel Brothers, New York, has 
appointed Bass Luckoff, Inc., De- 
troit, to handle advertising for its 
Columbia diamond rings and Gems 
for Lady America, in national and 
women’s magazines. 


Ross to Grace-Bement 


Judson Ross, formerly with the 
styling and photographic divisions 
of General Motors Corporation, 
has been named art director of 


Grace & Bement, Detroit. 
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$10 BILLION 


—is a lot of income in a mar- 
ket shouting, ‘‘Potential."* 
We can increase your sales 
and distribution efficiently, 
economically.We handle 
small accounts, big ones too. 
Write foday for free facts. 


DAVID J. SULLIVAN 


NEGRO MARKET ORGANIZATION 
MARKETING « AUVERTISING « RESEARCH 
S45 Fifth Avenue, New York 17, M. Y. 


AMERICANS 
1S A NEGRO 


HIGHEST 
IN HISTORY 


« Retadl Sales 

+ Pay Kells 

« Bank Deposits 
+ Postal Keeeipts 


* Metropolitan Population 111,000 


- B. C. CITY AND RETAIL TRADING Fone 377,854 


In war or peace... 


DOMINANCE 


In Alabama 


WSGN 


The News-Age Herald Station 
Call HEADLEY-REED 


(ees 


Rockford- made machine 
tools fashion parts for every — 


airplane built in America 
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Ad 
2 2 The study points out that 

Adver tising Best to| country has 300,000 more ten S) 

cows now than in 1939, that last 
Keep Income Up, year United States dairy herds @ Hi 

D . B li i eat nay - apes Pounds 

of milk, an at total productig 
airy men eleve “with present dairy cow numbers M 
Des Moines, Ia., May 24.—Thirty | could‘easily soar to 125,000 ,000,006 M 
per cent of Iowa farmers believe | pounds.” pan! 
advertising is the most important iw = man 
way to maintain dairy income|Harco Names Lewis Min 
after the war, according to a| Harco Steel Construction Com. § ‘¢ 
survey conducted by Wallaces’| pany has appointed Lewis Adver. ings 
Farmer & Iowa Homestead. The|tising Agency, Newark, to handle to Ss 
study also shows a “good deal of| merchandising and advertising fo, | "2 
backing for the Iowa dairy adver-| its radio masts and towers. Cham. 1 
tising program,” supported by col-| plain Division of Fred Goat Com. | DU" 
lection of a cent a pound on but-| pany has named the agency to idea 
terfat sold in the first two weeks| handle advertising of its rotogra. _ 
of June each year. _ |vure, aniline and _ typographic fide 
Next tc advertising the merits| presses. Business papers and di- serv: 
of butter and other dairy products | rect mail will be used. togr 
to keep postwar dairy income high puttiernarsasatien ae 
is the preference of 28% for levy- . . 

ing taxes on oleomargarine and Joins Gumbinner geste 
other dairy substitutes. Tariffs to| Alice Thompson, formerly edi. § "Ves 
keep out competing vegetable oils|tor-in-chief of Glamour, and re. conte 
are favored by 18%. High wages|cently fashion and beauty editor | "#5 
and full production by city con-|of Look, has joined Lawrence ¢ the k 
sumers of dairy products and food Gumbinner Advertising Agency, for | 
stamp and school lunch plans to|New York, to serve as consultant — bank 
get dairy products to low income/on the agency’s fashion, cosmetic a gr 
groups are each supported by 12%.|and household products accounts, start 
—— § subje 
appe: 
Time 
Th 
modif 
in W 
appee 


READ THE FIRST PARAGRAPH: 


HE money lay on the dingy cover 

of the bed and recount it as she 
might, Janet Lancier could not 
make it come to more than $16.15. 
It was all that she had left in the 
world. When this hot, narrow bed- 
room in Palm Beach’s meanest 
commercial hotel was paid for, the 
question of eating would become 
acute. She put the money back into 
her smart white bag and crossed to 
the bureau, a decorative young fig- 
ure. But Janet did not look at her 
ash-blond loveliness in the mirror. 
Instead, she studied the objects on 
the dresser. 


(NOW CONTINUE ON PAGE51) ~~A) 


ALSO: TOP FEATURES BY JAMES STREET, TEMPLE BAILEY, i 


ROWENA FARRAR, PRISCILLA HOVEY WRIGHT, CHANNING ONE OF THE STRONGEST SPORTS PAGES 
POLLOCK, PRINCESS ALEXANDRA KROPOTKIN AND OTHERS IN THE COUNTRY! 94,6 % 
In 1936, boxing as a sport was practically 


nonexistent in the Houston area. The 
Houston Post tied in with The Golden 


30HING COMES BACK 
1S HOUSTON SPORT 


GOLDEN GLOVES IMPORTANT EVENT 
UNDER MORNING POST PROMOTION. 


A NEW GIANT NOVEL COMPLETE IN 
THE GREAT JUNE ISSUE OF LIFE STORY 


THE ONLY WOMAN'S MAGAZINE OF ITS KIND 


Love, by Paul Ernst; The Women in Clark 
Gable’s Life . . . and all the other great features 


pe Street in A Way With 


Women?, proves that, know- 


DOOR 
DELIVERED 


ing all about Victory Gardens, and in this thrilling June issue of Life Story—out now. Gloves movement, and under Post leader- ae 
knowing all about girls, are two ship boxing now i —_ local nag en content 
. . . . E : . Th G 
sctedy Stems Wine. Rowene INTRODUCING YOUR NEW REPORTER ||} me Gren Coes oe on OR MAILED |" 
racspaeade' Ppp yllboe PRINCESS ALEXANDRA KROPOTKIN discovered conside 
you a new twist to one of woman’s age-old prob- This success is a logical result of The lent os 
lems. Channing Pollock in asking How Long © This brilliant commen- Morning Post’s strong sports page—one of use of s 
Should A Marriage Last? poses the one question y meade nam portage oe the strongest in the country. It is another ied 


example of the pull of The Post—the kind 


of influence which makes things happen STEADY GROWTH 


under Post sponsorship—for example, col- 


lecting 225,000 dimes in one week to buy MADE HOUSTON : 


presentable school clothes for needy chil- 


a wife should not ask a husband, and another 
which a husband should not ask a wife (Do you 
know what they are?). Veta Griggs, in Don’t 
Grow Away From Me, Son, tells a story that will 
sound an echo in the heart of 


best-known, best-loved 
and most widely read of 
all writers. She talks to 
you in your own lan- 
guage, about your own 
problems, your own 
questions, your,own life. 


every mother. And Somebody's 
Daughter, by Michael Stern, takes 
the lid off juvenile delinquency. 
Read also, Me, A Housewife?, by 
Temple Bailey; Business Before 


With Life ‘Btory'= June issue, she comes 
to Life Story readers for the first time, 
and will be with you in every issue of Life 
Story, from now on, indefinitely. 


LIFE STOR 


MAGAZINE 


Devoted Exclusively to “Adventures in Living” 


The only. woman’s magazine of its kind. 
June issue now on sale at your newsstand 


L 


ONE OF THE GREAT FAMILY OF FAWCETT MAGAZINES 


NOTE TO ADVERTISERS: Lire Srory’s circulation over 500,000 per month delivered. New 32-page color 


section. 
New York 18, N. Y. 


Premitim-priced at 25c—998% newsstand demand. Fawcett Publications, Inc., 1501 Broadway, 


with 25 leading comic strips and thorough 
handling of the housewife’s many interests, 
both Associated and United Press coverage 
of news as well as New York Times and 
Chicago Tribune Press Services. 

Such wide appeal is one reason why 
Houston is different in morning reading 
habits. The Morning Paper stays at home, 
family read. More super-mart grocery 
chains bulk their advertising in the Post 
than any other Houston paper—as do the 
majority of other local advertisers whose 
business requires that they reach the fam- 
ily as a group. 

In Houston—sell the family through The 
Morning Post —tradition notwithstanding. 


Represented 


d 
"The Post appeals to the entire family MARKET LARGES' 


IN SOUTH 


The Houston area is fabulously 1 
in natural resources of wide varity: 
These resources are just as vital ® 
peace as in war, and have been 
veloped steadily and continuously 
Hence, Houston is in an eD 
situation to continue the 
growth which has continued #* 
1850—an increase of from 31.5% ® 
as high as 111.4% in 

every 10-year census period. 


Get into the South's richest mar¢ 
now! 


by 


BURKE, KUIPERS & MAHONEY, INC. 


The HOUSTON POS! 
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Small-Space Ads 
Help Bank Sell 


Mortgage Service 


Minneapolis, May 23.—With a 
pank executive acting as contact 
man in securing photographs of 
Minneapolis families for the series, 
the Farmers and Mechanics Sav- 
ings Bank is using small-space ads 
to spread use of its mortgage re- 

ing service. 
i ante, Batten, Barton, 
Durstine & Osborn, adopted the 
idea of using human interest pic- 
tures of families which, as bona 
fide customers, had found the 
service valuable. When a pho- 
tographer sent out to get the pic- 
tures met some resistance, John 
Martin, account executive, sug- 
gested that one of the bank execu- 
tives would be a great help in the 
contact work. John de Laittre, 
treasurer who is also in charge of 
the bank’s advertising, volunteered 
for the unorthodox variation of 
bank duties—and has been having 
a great time since. The series 
started in March for a year’s run, 
subject to quotas, and insertions 
appear weekly in the Minneapolis 
Times, Tribune and Star Journal, 


Use Ordinary People 
The campaign is based on a 
modification of well known series 


in which pictures of celebrities 
appear over brief testimonials. 


“OPERATOR, PLEASE RING MAin 7585,” says Gary Metzler, 4, 
son of Mr. and Mrs. George E. Metaler, 6133 13th Avenue 8. “I 


WHAT'S COOKIN’? A party cake—and « real celebration for 
Jackie and Donna Mae Boris, son and daughter of Mr. and Mrs. 
John L. Boris, 2918 N. E. Ulysses St. You'd want to celebrate, too, 
% home loa: & Mechanics. 


BBDO decided to substitute ordi- 
nary people for headliners, striv- 
ing for consistent human interest 
content with children included 
whenever possible. Mr. de Laittre 
says results are gratifying and he 
considers the campaign an excel- 
lent example of highly effective 
use of small space. 


COLLINS, MILLER & 
HUTCHINGS 


PHOTO-ENGRA VERS) 


207 North Michigan Avenue 


Mr. de Laittre makes all the 
calls and appointments and then 
appears with the photographer at 
the home. A few minutes’ con- 
versation indicates hobbies or in- 
terests of family members around 
which a shot can be built. 


Almanac Omits Ads 


The New York World-Telegram 
has advised advertisers and agen- 
cies that because of the paper 
shortage it will be impossible to 
accept advertising in the 1945 edi- 


Insertions are practically all ' 
pictorial, with a half dozen lines . 
of copy emphasizing the values of Sholl Joins Arndt 
refinancing at the bank’s low 
Absence of new construc- 
tion has put a damper on promo- 


tion of the. World Almanac. 


Raymond A. Sholl, formerly 
with the sales promotion depart- 
ment of SKF Industries, has joined 


KMEC Boosts Bennett, 
Adds to Staff 


Sam H. Bennett, director of 
sales for KMBC, Kansas City, 
since 1939, has been named vice- 
president in charge of sales activi- 
ties for Midland Broadcasting 
Company, KMBC owner, and G. L. 
Taylor, president of Midland Radio 
& Television Schools, an associated 
company, has been named vice- 
president of the broadcasting com- 


47 


treasurer of Sinclair goal Com- 
pany and for seven rs execu- 
tive vice-president of Mercantile 
Home Bank & Trust Company, 
has been named treasurer of 
KMBC. 


Two for Mid-South 


Mid-South Dailies, Memphis, 
has been named to represent the 
Times, Marysville, Ténn., which 
became a daily Aprile@, and the 


HEADLINES 
To Come 


Somewhere beyond distant horizons stands the last © 


barrier to peace. 


Air power can reduce the effectiveness of established 
defense fortifications by carrying bombs and even 
paratroops behind impregnable barriers. Thus air 
power in invasion increases the accessibility of final 
victory. 

As the intensely awaited news of invasion comes, 
The Call-Bulletin, San Francisco's news newspaper, 
will present all of the news, as it happens. The Call- 
Bulletin recognizes its public responsibility and firmly 
believes that its first duty is to its readers; that by 
serving them well it serves the advertiser better. 


The San Francisco Call-Bulletin believes that adver- 


the industrial department of John| pany in charge of schools division| Herald-News, Spri eid, Tenn., 
tion for new mortgages, so the| Falkner Arndt & Co., Philadelphia,| and technical development. which will be changgd to a daily 
bank is going after refinancing. as a copywriter. Sidney C. Walker, formerly!on June 1. es 


tisers, in view of the current newsprint shortage, will 
understand that retained reader interest is of utmost 
importance to them as well as to this newspaper. 


So that when the dawn of peace comes, revealing 
new horizons of untold opportunities, there will be 
accessible to advertisers through The Call-Bulletin 
the largest audience of potential customers in San 
Francisco where the greatest Effective Buying In- 


come is concentrated. 


Space Saved Now Is Farsighted 
Planning for the Future 


San Jrancisco 


CALL-BULLETIN 


REPRESENTED NATIONALLY BY PAUL BLOCK and ASSOCIATES 
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The Grocer’s Manual is the chain groceryman’s 
“encyclopedia.” It is used 12 months in the year 
by buyers and other executives, store man- 
agers, store personnel. 


bs Covers every type of grocery product. Gives - 
the facts on more than 1,200 items. Answers 
thousands of questions asked by customers. 


rT 3 


The Grocer’s Manual is a separately bound ‘ 
section of the Grocery Store MANAGERS EDITION 
and Grocery Executives EpItion. 


CHAMAE SHORT AGE 


185 Madison Avenue, New York 16, N.Y. 
612 No. ee wh 5 ago U bes 


jice refrigerators is interpreted as 


New Sears Flyer 
Points to More 
Consumer Goods 


Chicago, May 23.—With an un- 
usually high percentage of new 
merchandise listed and with price 
cuts on big catalog items fairly 
numerous, the midsummer flyer 
catalog of Sears, Roebuck & Co., 
released last week, pointed toward 
easing of shortages in certain types 
of consumer goods items. 

For instance, a $5 reduction in 
clearance sale of 50 and 75 pound 


revealing the belief on the part of 
the planners of the book that a re- 
turn of the electric type may not 
be too far away. So, also, do price 
cuts on synthetic rubber tires. 
While the purchaser still needs a 
Grade I ration certificate for these 
casings, the price reductions range 
from 20 to 35 cents on nine sizes 
of tires listed in the 176-page 
spring and summer catalog. More- 
over, the number of casings avail- 
able by mail has been increased 
from nine four-ply Allstates to 32 
different sizes, some of which are 
six-ply. 

Similar conclusions pointing to- 
ward the return of a modified type 
of innerspring mattress can be 
drawn from the stress placed on 
price reductions on wartime, 
layer-felted mattresses — some of 
which are as high as 20% —and 
from the 10-cent reduction in 
lower-price mattress covers. 


Ward Omits Book 


Montgomery Ward & Co., adher- 
ing to the practice adopted earlier 
in the war because of paper and 
merchandise shortages, will not 
issue a midsummer catalog. Work 
is under way on its regular fall 
issue, scheduled for delivery in 
July. The company’s spring issue 
is released in January. 

Spiegel’s, Inc., however, has 
revived its midsummer _ book, 
dropped in 1942. It was put into 
the mails the first of this month. 
Majority of the items are “salable 
summer” merchandise not listed in 
the company’s regular catalog. 
Most lines are represented, includ- 
ing fashions, soft goods, furniture 
and hardware. Lace curtains are 
among the new items offered. 
Decision to issue the book this 
year, officials said, was prompted 
by the “loss of a definite contact 
with customers” following discon- 
tinuance of previous issues. 

In addition, the company will 
issue the latter part of June a 48- 
page clearance flyer, with a cut- 
out on the front cover that will 
show through to Page 3. 

Starting May 25, Aldens Chicago 
Mail Order Company will mail to 
approximately its entire list a 48- 
page book made up mostly of 
spring and summer _ closeouts. 
About a third of the book will be 
devoted to listing of new mer- 
chandise, including advance fall 
items. A substantial showing will 
be given to non-rationed shoes. 
Issued a month later than pre- 
viously, the catalog will be in con- 
trast to the usual prewar flyer of 
some 150 pages, the 72-page book 
issued in the first war year, and 
the 60-page one distributed last 
year. 


Three Join Compton; 
Gordon Joins Marines 


Wyllis Cooper, formerly man- 
ager of the new program develop- 
ment department of NBC, has been 
named program manager of the 
radio department of Compton Ad- 
vertising, New York. Floyd Holm, 
formerly with NBC in Chicago, 
has joined the agency as program 
supervisor of the Procter & Gam- 
ble Company program, “Truth or 
Consequences.” 

Murray Bolen, formerly pro- 
ducer of the “Amos ’n’ Andy” 
radio program for Ruthrauff & 
Ryan, Hollywood, will join Comp- 
ton’s Hollywood office June 1 as 
radio director. John Gordon, 
supervisor of evening radio for 
Compton, will leave the agency 
June 9 to accept a commission as 
a 2nd lieutenant in the aviation 
division of the Marine Corps Re- 
serve. 
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APRIL SALES OF CHAIN STORES 


— % Gain 


A ril 


+Figures not included in totals. 
*Three month period. 


Bk. 


Ap c——|st 4 Months i 
1944 1943 orloss “ 1944 3 oie 
Food Chains or Lo 
ee ae ad 4.122.020 $ 3,866,090 +66 $ 16,392,835 $ 16,607,497 
Kroger Groc. & Bak. Co..... 33,713 31,168,343 +8.9 131,893,331 — 130/050'994 gam 
¢National Tea .............- 7'599, 237 als, 073 sis tabssas  . aDEee Ha 
EE iis Sentnnseoneedes 48,173,702 41,525,926 +16.1 190,879,173 175,400, 146 sii 
“— aseann de 
Group Total .............. $ 86,008,891 $ 76,560,359 +12.3 $39,165,339 $322,058.49 ie 
Mail Order 
*Sears, Roebuck ........... $ 75,428,461 $ 73, 324.984 +29 $214,197,595 $197,521,806 
Riese piece 00,300 3,068,198 —i2.0 10,059,223 11\431'972 
*Montgomery Ward ........ “a phe 507 60655, zs —20.5 139,145,680 154,291 794 ~ 
Group Total ............. $126,375,268 $136,048,907 —7.1 $363,402,498 $363,245.562 am 
Drug Chains 7 
MONO. Bk cetieassaiersevh’ $ 9,430,289 $ 9,110,737 +3.5 $ 38,055,678 $ 35,326,747 
Group Total ............. $ 9,430,289 $ 9,110,737 +3.5 $ 38,055,678 $ 35,326,747 
Variety and Miscellaneous 
Se eae $ 4,844,737 $ 4,741,951 +42.2 $ 15,446,499 $ 15,106,628 
Colonial Stores, Inc.......... 7,356.90 6,381,799 +15.3 30,784,935 28 .510.662 
Diamond “ye ree 3,174,914 6,381,799 —2.1 9,459 882 9,520 468 
 S, ete 13,618,661 13,823,543 +1.5  45.1891428  45.607'572 
Kresge, S § PAS 17'578,788 17,083,304 +42.9 62,091,022 58.830'79% 
NG SA vec s cence 9'984.794  10,.012.578 —O.3 37,650,750 36.459'044 
Lane Bryant, Inc............. 3,103,265 2.537.019 +22.3 11,148,625 9.961362 
Melville Shoe Corp.......... 4.096.774 4.455.538 —8.0 11,216,646  12.544.078 
aay 5,695,500 5,631,464 -+1.1 19,471,162 19.788. 140 
*McLellan Stores ...........- 3,131,724 2.979.792 44.1 8.266378  —7.758'898 
os Ste ay Sa ee ree 7,277,638 «7,010,257 +3.8 24,287,383 —24.139.809 
Neisner Bros. .............05 3,093,019 3,181,464 —2.8 10,240,544 +0, 140.280 
RS Me icv coe 7,520,682 7,242,432 +3.8 26,308,245  24'598.093 
RS eM ec cktvaees ss 43,445,106 40,625,355 +6.9 143,079,253 138,755,709 
£8 Seer 929,746 781,313 +19.0 3,300,252 2:800'89%6 Ui 
Western Auto .............. 3,162,000 3,565,000 —I1.3 11,722,000 12,948,000 
Group Total ............. $138,014.25! $136,434,608 1.1 $469,663,004 $457,470,475 
Combined Total .......... $359,828,699 $358,154.61! 40.4 $1,210,286,519 $1,178,101,433 497 


California Dried 
Fruit Firms Win 
Antitrust Case 


San Francisco, May 23.—The 
Dried Fruit Association of Califor- 
nia, 12 member packing firms, 
including several large national 
advertisers of California dried 
fruits, and 17 officers and directors 
of the companies have been 
acquitted by a federal jury on 
charges of conspiracy to violate 
the antitrust laws by price fixing 
and other unlawful practices. 
Federal Judge Louis B. Good- 
man earlier had instructed the 
jury to dismiss charges against 
one firm and ordered verdicts of 
acquittal for two others. Among 
those affected by the verdict are 
Balfour-Gutherie & Co. Ltd., Bon- 
ner Packing Company, California 
Packing Corporation, California 
Prune & Apricot Growers Associa- 
tion, Consolidated Packing Com- 
pany, C. L. Dick & Co., Guggen- 
heim & Co., Libby, McNeill & 
Libby, Pacific Raisin Company, 
Richmond-Chase Company, Rosen- 
berg Bros. & Co., and Sun-Maid 
Raisin Growers of California. Har- 
ter Packing Company and Liberty 
Dried Fruit Packing Company 
were found not guilty by instruc- 
tion of the court. 

In the original indictments in 
1941, it was charged that the 


The 


and 


association, 
officers conspired “to depress the 
prices to growers and to maintaip 
artificial prices for themselves" 


chiefly occasioned by the gover. 
ment’s failure to press the charg 
Pressure by the 
finally brought the case to trial, 


‘Iron Age’ Will Give 
Agency Commission 
The Iron Age, New York, wi 
give advertising agency comni 
sion for the first time in its § 
year history, starting July 1 wh 
new advertising rates go if 
effect, C. S. Baur, vice-presidal 


nounced. 
Currently, 76% of the adverim 
ing volume of Iron Age is pla 
through agencies, as against ai 
40% a decade ago. Due to enlamm 
circulation the rate per pagem 
thousand on the new basis Wii 
the same as it was six yearsm 
For years Iron Age, a wee 
has carried more advertising Rim 
than any other business papem 
magazine. 
7,921. 


Foernsler Joins Tyson 
Otto M. Foernsler, formerly 
George H. Gibson Company 
joined the production depa 
of O. S. Tyson & Co., New ‘ie 
agency. 
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Department 
Store 
of the Masses 


The Merchandiser reaches 
16,394 Key people 
in 8,300 stores 
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Don’t Overlook This Tremendous Market ini 
POST-WAR PLANS! ¥ 
Write for 6 pt. Fact Foldef: 


Merchandising procedures, market] 
pretation, collateral service, etc. 


SYNDICATE STORE WERCHANOI 


79 Madison Ave., New York 16,% 
CHICAGO, @ Los ANGELES 
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Kenner Praises 
Fair Practices 
of Most Retailers 


New York, May 23.— Most re- 
tailers and manufacturers have 
“continued to play fair with the 
public in observing the various 
wartime rules with good spirit 
and using advertising with ac- 
curacy and frankness to tell the 
public about their merchandise,” 
H. J. Kenner, general manager 
of the Better Business Bureau of 
New York, declared yesterday in 
releasing the bureau’s 22nd an- 
nual report to members. 

“News reports tell of black mar- 
kets and other evasions of wartime 
regulations,” he added, but “these 
simply represent the type of prac- 
tices carried on by the dishonest 


fringe of business.” Mr. Kenner 
praised the cooperative efforts of 
retailers in discouraging inflation- 
ary consumer buying, telling the 
truth about wartime merchandise, 
and correcting unfair advertising 
and selling practices. 

In reviewing the bureau’s work 
for the past year, Mr. Kenner said 
it had acted on more than 13,000 
inquiries and complaints from in- 
dividual consumers, business firms, 
members of the armed services 
and others, but that inquiries out- 
numbered complaints by about 2%4 
to 1. 


Sales Staff Moved 


U. S. Time Corporation, New 
York, has moved its New York 
sales headquarters to 630 Fifth 
Ave. Display rooms for the com- 
pany’s watch products qontinte at 
60 E. 42nd St. 


Boston Shopper Suspends 


Boston Shopping News, operated 
by leading Boston merchants since 
1927, suspended for the duration 
with its issue of May 15, with 
labor scarcity, especially of boys 
to deliver the paper, being given 
as the reason. Edward Mitton, 
president of Jordan Marsh Com- 
pany, Boston’s biggest store, is 
president of the publishing com- 
pany. 


AFA Elects Six 


The Advertising Federation of 
America has elected the following 
new members: Longines - Witt- 
nauer Watch Company, New York; 
Kroger Grocery & Baking Com- 
pany, Cincinnati; Henry Disston & 
Sons, Philadelphia; National Live 
Stock Producer, Chicago; Daily 


Journal, Macomb, Ill., and Harry 


49 
Hanes in Dailies 


P. H. Hanes Knitting Company 
has launched a campaign for the 
new Hanes one-piece suit, as ideal 
summer underwear. Copy of 280 
and 420 lines will-appear in news- 
papers in 330 cities, through N. W. 
Ayer & Son. 


What do 9 know about 
Z r? Aanstaste Oe. 9 

res SALES YEAR BOOK 
res ALL THE ANSWERS 


The one and only book of 


its kind! Detailed data on 
all papers and paper products. Helps 
avoid waste. 458 pp. Only $7.50. 


DAVIDSON PUBG. CO. 


612 M. Michigan Ave., Chicage 11, Ill. 


ORDER 
YOUR COPY 


hep 


A. Loudon Advertising, Boston. 


WARD'S SALE—Evidence that Mont- 
gomery \ Ward & Co.'s Chicago retail 
Hore is “open for business” after the 

company's recent brush with Uncle 
Sam is this full-page newspaper copy 
offering bargains, which ran last week. 


> the product 


B&B Uses Cartoons 
in New Series 


Chicago, May 23.—Bauer & 
Black Division of the Kendall 
Company last week joined the 
swelling ranks of advertisers who 
are adapting cartoon type adver- 
tising to promote their products, 
breaking with 160, 100 and 60-line 
insertions in some 250 newspapers 
across the country on a once- 
weekly basis. 

The new campaign for Blue-Jay 
corn plasters 
drawings showing the efficacy of 
in removing corns. 
The first ad, captioned “Say good- 
bye to that corn!” says “millions 
know this simple way to get in- 
stant relief from pressure pain— 
and remove 
show what happens when corns 
are “home-pared” and how Blue- 
Jay medication acts directly on 
corns. 

Although G. A. Percy, advertis- 
ing manager of Bauer & Black, 
who earlier announced the ap- 
pointment of Henri, Hurst & Mc- 
Donald, Chicago, as agency for 
Blue-Jay, the new series is being 
placed by Ruthrauff & Ryan, New 
York, which has handled B&B ad- 
vertising for some time. 
Place this copy until the change- 
over has been completed. 


features 


corns!” 


cartoon 


Sketches 


R&R will 
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j ten months of the year. 


TWO OPENINGS 
UNLIMITED FUTURES 


Our business is fashion service. 
We serve all the important de- 
partment stores in this country 
and many of the leading syndi- 
cate groups. 


We want one man to handle our 
midwest territory, operating out 
of Chicago — travelling about 
We 
want one man for executive 
sales work in the home office, 
located in New York City, with 
some travelling out of town. 
revious service in the capacity 
of assistant sales manager, pro- 
Motion manager, advertising 
Manager or capable salesman 
with a manufacturer of a na- 
tionally advertised trade-marked 
line —sold through department 
stores—should have the required 
qualifications for either posi- 
tion. Or, someone who is work- 
ing in a department store on 
Promotion, or is an assistant in 
aying, may have had the right 
*xperience for either position. 


Replies will be held in strict 
Confidence and interviews will 

anged- promptly with 
those whose letters seem to af- 
ford the required qualifications. 


910 KC 


SCRANTON 


CBS AFFILIATE 


If you’re interested in getting the profitable SCRAN- 
TON—WILKES-BARRE market for a song, then WGBI is your best 
buy. How often before have you heard of a Hooper Station Listening 
Index of 60.6... or 64.9... or 73.0? That’s sweet music to the ears of 
any time buyer—and those are the ratings Hooper gives WGBI for 
Scranton, the Hub of America’s 19th Metropolitan Market. 


We know of 127 advertisers who have used WGBI con- 


sistently for four years or more. They’ve learned it pays to get their 
messages across to the 629,581 prosperous SCRANTON—WILKES- 
BARRE spenders... that it’s smart to RELY on WGBI. Ask your 
John Blair Man. 

(Figures from Hooper Station Listening Index—Oct. 1942 thru Feb. 1943) 


WGBI™: 


PENNSYLVANIA 


2B LAIR 


rf organization knows of this 1000 WATTS DAY =), COMPANY 
ad. Box No, 4822 ADVERTIS. 500 WATT NIGHT FRANK MEGARGEE, President National Representatives 


ING AGE, 100 E. Ohio St., 
Chicago 11, Il. 
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Barriger Heads Division Yards & Transit Company, Chi- 

; cago, has been named manager of 

John W. Barriger III, former| the newly-created Diesel locomo- 

associate director of ODT and|tive division of Fairbanks, Morse 
vice-president of Union Stock|& Co., Chicago. 


WHEREERETAM HART ADEER, Emc. 
840 North Michigan Avenue 
ry CHICAGO it, EERE EN@OIS 
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Apex Railway Products Co. * Automatic 
Burner Corp. ® General American Transportation 
Corp.; General American Aerocoach Co. ® Great 
American Furniture Co., Inc. © Hopax Electrical 
Devices, Inc. ® S. Karpen & Bros. * Link-Belt Co.; 
Link-Belt Speeder Corp. * Luminator, Inc. 
Milwaukee Chair Co. ® Mitchell Mfg. Co. 
Racine Motor Coach Lines, Inc. 
Sunray Fluorescent Co. ® Union Asbestos 
& Rubber Co. * Vapor Car Heating Co., Inc. 
| Visionator, Inc. 


élients 


Newspaper Ad 
Executives Will 


Convene June 5-7 


New York. May 25.— Proposed 
plans for the expansion of the Bu- 
reau of Advertising and establish- 
ment of a retail bureau, and news- 
print and space rationing problems 
will highlight the annual meeting 
of the Newspaper Advertising Ex- 
ecutives Association at the Hotel 
Commodore here, June 5-7. Three 
hundred advertising executives 
are expected to attend. 

Clyde Bedell, merchandising 
and advertising counsellor and 
author of “How to Write Advertis- 
ing That Sells,” will speak at the 
luncheon meeting Monday on 
“Hello, Mr. Ostrich.” Tuesday 
noon William Wachtel, president 
of Calvert Distillers Corporation, 
will speak on “America Must Win 
the Peace.” 


Slate Roundtable Sessions 


Such major topics as research, 
business building ideas and per- 
sonnel problems will be discussed 


3 Witiraess. deode BR Mb s 


MIDLAND, MICHIGAN? 


Af you've never heard of Midland, 
Michigan, it might be a good idea to 
put a spot of red on your map. You'll 
hear plenty about it in the years to 
come. 

Midland is where the main plant of 
the Dow Chemical Company is lo- 
cated. It is a high-income market, 
where scientists have wrested from 
the earth's secret storehouse 500 


chemicals of varied uses running from 


people. 


bromine to plastics to magnesium. 
You cannot go through an average 


day without using some products 
made by Dow. 

That's why you read about Midland 
in such national publications as The 
Saturday Evening Post, Life and Time. 

Now the ONLY way to reach the 
Midland Market is through the Mid- 
land Daily News . . . a purely local 
paper, covering this area's 30,000 


You don't have to take our word 
for all this—look up the federal sta- 
tistics and our ABC report. 


at roundtable sessions Monday 
afternoon by three different groups 
—newspapers under 35,000 circu- 
lation, those from 35,000 to 100,- 
000, and others of over 100,000. 
Among the speakers Tuesday 
will be S. N. King, vice-president, 
Bond Stores, Inc., who will dis- 
cuss “Improvements in Retail 
Copy”; H. H. Kynett, Aitkin-Ky- 
nett Company, who will tell “How 
Newspapers Can Help Advertising 
Agencies”; C. E. Phillips, chairman 
of the NAEA committee extraor- 
dinary, who will give a presenta- 
tion titled “What Is Your Adver- 
tising I. Q.?” and Dr. Howard T. 
Hovde, past president of the 
American Marketing Association, 
who will discuss postwar retailing. 
In the evening the New York 
Newspaper Representatives Asso- 
ciation will make a _ presentation 
titled, “Passport to 30,000,000 Pan- 
tries.” Results of a survey made 
in New York on “Radio’s Effect- 
iveness for Retail Advertisers” 
will be presented by Vernon 
Brooks, advertising director, New 
York World-Telegram. 


Little, West to Speak 


Speakers Wednesday morning 
will include S. George Little, spe- 
cial consultant, Treasury Depart- 


'|ment, who will discuss war bond 


advertising, and Paul B. West, 
president, Association of National 
Advertisers, who will tell “What 
National Advertisers Are Thinking 
About Newspapers.” In addition, 
a panel discussion will be con- 
ducted on how to develop more 
national advertisers, and officers 
will be elected. 


Trust Co. Plans Drive 


Marine Midland Trust Company, 
New York, will start a series of 
advertisements in the next few 
weeks in a number of New York 
state newspapers to promote a 
trust plan whereby the company’s 
small accounts could be pooled 
and invested, with the participants 
sharing the profits on a pro-rata 
basis. Batten, Barton, Durstine & 


account. 


Osborn, New York, handles the 
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TIMELY—Tying in with news accounts 
of the sinking of the Canadian de. 


stroyer Athabaskan, Gutta Percha and 
Rubber Ltd., Toronto, ran 1,500-line 
copy in metropolitan dailies featuring 
the new life jacket developed as stand. 
ard equipment for the Royal Canadian 
Navy. A. McKim Ltd. is the agency. 


Two Join BBDO “i 


Arthur Menadier, formerly of 
Lever Brothers Company, Cam- 
bridge, has joined the marketing 
department of Batten, Barton, 
Durstine & Osborn, New York, to 
work with F. B. Manchee, vice- 
president in charge of that divi- 
sion. Also joining BBDO, as assist- 
ant to Arthur Pryor Jr., vice- 
president and radio director, is 
Oliver Presbrey, formerly of Ed- 
ward Petry & Co., New York, sta- 
tion representative. 


Starts New Campaign 


Red Star Yeast & Products Com- 
pany, Milwaukee, has started a 
new campaign for compressed 
yeast, employing 420-line space in 
newspapers in eight midwestern 
cities. N. W. Ayer & Son is the 
agency. 


MIDLAND, MICHIGAN 
Represented by Scheerer & Company ® 


Chicago ® 


MIDLAND DAILY NEWS 


New York 
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NIAA Films Help 
Insure Success 


of Postwar Ads 


New York, May 23.—Each of 
“seven checks to make industrial 
advertising campaigns work” has 
peen made the basis of a 15-min- 
ute sound-slide film by the pro- 
fessional development committee 
of National Industrial Advertisers 
Association. 

J. M. McKibbin, manager of ap- 
plication data and training of 
Westinghouse Electric & Mfg. 
Company, East Pittsburgh, and 
vice-president of NIAA, who de- 
veloped the program in coopera- 
tion with the association’s execu- 
tive committee, presented the in- 
itial film today before the NIAA’s 
New York chapter. 

Postwar advertising success, Mr. 
t McKibbin explained, will depend 
largely on ability to learn and 
profit from failures. The seven 
checks are: 

“1, Do I have sufficient data 
from the manufacturing division?; 
9, Have I done a thorough job of 
market determination?; 3. Have I 
correlated campaign with distribu- 
tion strength or weakness?; 4. Is 
my advertising appropriation ade- 
quate for the job?; 5. Has my 
pudget been loaded down with 
non-advertising expenses?; 6. 
Does my advertising help the cus- 
tomer solve HIS problems?; 7. 
Have I made provision for the 
thorough training of the field sell- 
ing force?” 

Asked to cite reasons for some 
of their “failures,” the New York 
advertising executives indicated 
chiefly Point No. 2, and then Point 
No. 6. Points 1, 3 and 7 each re- 
ceived about the same number of 
Mr. McKibbin empha- 
sized that Point 7, on training the 
field selling force, ‘“‘ccan make all 
the other six points count.” 

Each film emphasizes the im- 
portant part which advertising 
= play in building postwar mar- 
ets, 


Ward Official Resigns 


Harold E. MacDonald, vice - 
president of Montgomery Ward & 
Co. in charge of retail sales, has 
resigned, effective June 1, to ac- 
cept an executive position with an 
undisclosed company, said to be in 
the manufacturing and distributing 
business. The company with which 
he will become connected was not 
identified for reasons of policy. 
Mr. MacDonald has been with 
Ward for 11 years. It was empha- 
sized that his leaving is “not even 
remotely” connected with the re- 
cent government-company dispute, 
Mr, MacDonald saying he is “quite 
in accord with the stand taken by 
Sewell Avery,” chairman of the 
board of Montgomery Ward. 


Eutectic Appoints 

Eutectic Welding Alloys Com- 
pany, New York, has named A. W. 
Lewin Company, New York, to 
handle its advertising. Plans are 
under way for a campaign in 
about 50 business publications. 


—— 


SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war 
Plants by the thousands daily — 
each copy read by many, and 
Passed on from shift to shift — 
@ach copy working 24 hours daily 
to bring you coverage of today's 

“spending customers ° 
100,000 readers daily! 


* *% THE * * 


JOURNAL - COURIER 
NEW HAVEN, CONN. 


Rogers Combs Resigns 
from Erwin, Wasey 


Rogers M. Combs Jr., who 
handles more than $1,000,000 of 
billings in aviation accounts with 
Erwin, Wasey & Co., New York, 
has resigned, effective immediately, 
with his assistant, Ed Bradford. 
His plans have not been an- 
nounced. 

Mr. Combs helped to organize 
the first campaign of Air Trans- 
port Association of America in 
1938. Billings on this account 
have grown from $138,000 in 1939 
to $675,000 in 1943. He also is 
executive on the accounts of Air 
Express division of Railway Ex- 
press Agency, currently spending 
$225,000; Republic Aviation Cor- 
poration, $200,000, and Kollsman 
Aircraft Instrument division of 
Square D Company, $150,000. 


June 5-6. National Industrial 
Advertisers Association, regional 
conference, Eastern chapters, Hotel 
Claridge, Atlantic City, N. J. 

June 5-7. Newspaper Advertis- 
ing Executives Association, 33rd 
annual spring meeting, Hotel Com- 
modore, New York. 

June 6-8. National Federation 
of Sales Executives, Edgewater 
Beach Hotel, Chicago. 

June 6-8. Public Utilities Ad- 
vertising Association, annual meet- 
ing, Palmer House, Chicago. 

June 8-9. American Marketing 
Association, war conference, Ben- 
jamin Franklin Hotel, Phila- 
delphia. 


June 12-14. Pacific Advertising 
Association, annual convention, 
Fresno, Cal. 

June 20. National Publishers 
Association, midsummer confer- 
ence, Garden City Golf Club, Gar- 
den City, L. I. 

June 25-27. New England Coun- 
cil of Advertising Clubs, summer 
conference, New Ocean House, 
Swampscott, Mass. 

Aug. 28-31. National Associa- 
tion of Broadcasters, annual con- 
vention, Palmer House, Chicago. 


Sept. 22-23. National Industrial 
Advertisers Association, annual 
conference, Edgewater Beach 


Hotel, Chicago. 
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Sept. 25-27. Southern Newspa- 
per Publishers Association, annual 
convention, Arlington Hotel, Hot 
Springs, Ark. 


Lyman Heads Marketers 


Roger T. Lyman, Torrington 
Mfg. Company, has been elected 
president of Industrial Advertis- 
ing and Marketing Council, Hart- 
ford. Other officers are E. M. 
Heery, Rockbestos Products Cor- 
poration, 1st vice-president; Fred 
Bannister, Fafnir Bearing Com- 
pany, 2nd _ vice-president; and 
Donald Buckwell, Stanley Tools, 
secretary-treasurer. 


Covers BUYERS in,Charge of Catholic Churches * Schools 


* Institutions 


A National Publication, published bi-monthly at Milwaukee, Wis. 


LITTLE WONDER| 
FLAME- THROWER CO.| - 


GJ 


| “K- 


7 
. 4 3 


Boia 


“Just throw ’em in reverse... 
and we’re in the VACUUM CLEANER business!” 


Maybe to outsiders the electric appliance busi- 
ness seems as simple as this sounds. 


But if you’re old in the industry, you know 
it isn’t. It takes good merchandise—sure. But 
that isn’t all. It takes know-how. It takes mer- 
chandising sense. Of utmost importance, it takes 
a good dealer organization. That’s fundamental! 


A dealer organization can’t be built over- 
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ce Situation 
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night. That’s why we keep saying—to old ad- 
vertisers and new—talk now to these men 
whose support and loyalty you will need. 


Tell them now what you will have—post- 
war and what your merchandising policies will 
be. Prove to them—in the pages of their 
paper, Electrical Merchandising, that you can 


do a job—with their help! 


Look at the book! 
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ABC 


Note the pictures and use of modern strip technique—also the range of topics, 
the authoritative and complete discussions of industry problems— in Electrical 
Merchandising. They prove its leadership! 


A McGRAW-HILL PUBLICATION + 330 WEST 42nd STREET * NEW YORK 18, N.Y. 
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Beck Urges Public 
Relations Assn. 
Set Up Standards 


New York, May 23.—Serious 
thought and consideration for 
establishing standards of member- 
ship in its organization was advo- 
cated last week by Thomas H. Beck, 
president, Crowell-Collier Pub- 
lishing Company, speaking before 
a record attendance of members 
and guests of the National Asso- 
ciation of Public Relations Coun- 
sel at a luncheon meeting here. 
Pointing out that it is hardly con- 
ceivable that all public relations 
organizations are “good,” Mr. Beck 
also urged the setting up of stand- 
ards and ethics of procedure for 
the industry to follow. 

He branded the excessive out- 
pouring of news handouts and 
publicity releases as a waste of 
time, money and intelligence, add- 
ing that there is a great lack of 
understanding by many new con- 
cerns who are interested in “mug” 
publicity (wanting to get their 
pictures in the papers) and by 
others who want to advertise fac- 
tories even though factories are 
not for sale. 

Still others are impressed with 
their own operations and want to 
tell the whole world about it, said 
Mr. Beck, adding that all publicity 
releases should have news value 
and that “most of the stuff sent 
out today is a lot of junk”—ending 
up in wastebaskets. 


Dislikes ‘Institutional’ Term 


Mr. Beck said he did not like the 
term “institutional” advertising, 
holding the word is too nearly 
synonymous with hospitals, prisons 
or other such public institutions. 
“Educational” advertising would 
be a more apt term, he said, at the 
same time asserting a great deal 
of money has been misspent in 
“so-called” institutional ads. 

On the other hand, educational 
advertising has done a good job 
of informing the public on many 
timely, vital and interesting sub- 
jects. “On the basis of employing 
public relations as a useful and 
stimulating arm ef business and 
industry for educational purposes, 
its opportunities are very great,” 
Mr. Beck cencluded. 

Of 35 men and women consid- 
ered by the board of the public 
relations association for the annual 
awards for outstanding public re- 
lations jobs during 1943, the fol- 
lowing three were chosen, from 
which one will be selected for 
having done the best job: 

Elmer Davis, for excellent direc- 
tion of the Office of War Infor- 
mation; Paul Garrett, public rela- 
tions director of General Motors 
Corporation, for consistently sound 
technique; Thomas Lane, for wise 
handling of Treasury Department 
public relations. 


Ramage Promoted 


Robert H. Ramage, editor of the 
“Brake Shoe News,” monthly 
paper for employes of American 
Brake Shoe Company, New York, 
has been appointed advertising 
manager for the company’s main 
division in New York. 
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Gulf Oil Begins 
Nationwide Drive 


on ‘Breakdowns’ 


New York, May 23.—Before the 
war is over, there may be only 
two kinds of people in America, 
(1) those who can still get to work 
in automobiles and (2) those who 
are forced to walk. This is the 
leading copy in the first of a 
series of four large-space news- 
paper ads released last week by 
Gulf Oil Corporation to approxi- 
mately 1,500 papers throughout 
the country. 

The first insertion tells motor- 
ists that if they want to be in the 
fortunate group who will still be 
riding to work in automobiles 
they’d better join Gulf’s “anti- 
breakdown club,” simply by com- 
ing in for Gulf’s protective main- 
tenance plan. 

This plan, says the ad, was con- 
ceived by experts in car care, 
which Gulf developed because car 
maintenance is a most important 
civilian job. Copy reveals that 
eight out of ten war workers use 
automobiles to get to work. 

Cartoon drawings are used in 


six panels in the ad to point up 
what the protective maintenance 
plan offers motorists, with captions 
saying (1) it protects your car at 
39 danger points; (2) it helps keep 
your motor in A-1 shape; (3) it 
stretches your gas coupons; (4) it 
makes your tires last longer; (5) 
it gives you safer steering; (6) get 
an appointment at your Gulf sta- 
tion. 

The first two ads will run 
through this week; after a two- 
week interval the third ad will 
be run, followed by another two- 
week interval when the fourth 
will appear. Space units of 1,000, 
850 and 500 lines will be used. 

Young & Rubicam is the agency. 


Two Join Ayer 

James G. Miller, formerly with 
the Pittsburgh Press, and Orville 
S. Chase, formerly with Bosco 
Company, have joined N. W. Ayer 
7 Son, Philadelphia, as representa- 
ives. 


Sisson Promoted 

Edgar G. Sisson Jr. has been 
elected vice-president of Pedlar, 
Ryan & Lusk, New York, and will 
be in full charge of the agency’s 
radio department. 


Kolynos to Beam 
Language Lessons 


to Latin America 


New York, May 24.—The for- 
eign division of American Home 
Products Corporation announced 
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Westinghouse, Cowles 
Buy Radio Stations 


Westinghouse Radio Stations, 
Inc., has purchased KEX, Port- 
land, Ore., from the Portland 
Oregonian for $400,000, in a deal 
made necessary because of the 
Oregonian’s ownership of two 
Portland stations—KEX and 


today that the Kolynos Company | KGW 


will start a hemispheric radio pro- 
gram June 1 over 70 stations in 17 
Latin American countries. 

Entitled ‘“Aprendamos Ingles,” 
(Let’s Learn English), the series 
of 32 bi-weekly 15-minute trans- 
criptions was written by the edi- 
tors of Time—Air Express Edition 
and recorded in New York. The 
programs of entertaining language 
lessons under sponsorship of Koly- 
nos have been designed to further 
mutual understanding and friend- 
ship between the various peoples 
of Latin America and the United 
States. 

According to Irwin Vladimir & 
Co., agency on Kolynos foreign 
advertising, the language series 
will be the widest in scope of any 
radio program of its kind ever 
broadcast in the western hemi- 
sphere. 


Iowa Broadcasting Company, 
owned by the Cowles interests of 
Des Moines and Minneapolis, has 
purchased all the stock of WHOM, 
Jersey City, N. J., with studios in 
Jersey City and New York, and 
“hopes to develop WHOM into 


one of the better stations of its , 


area, and later on also to develop 
both a frequency modulation sta- 
tion and a television station in 
that area,” according to Gardner 
Cowles Jr., president. Both pur- 
chases are subject to FCC ap- 
proval, 


Schenley Names Guyer 


William Guyer, a member of the 
advertising department of Schen- 
ley Import Corporation, New York, 
since 1940, has been named adver- 
tising manager of the company. 


Higher advertising visibility in 


—result of 


mae + 
Bix 


THE THOUSANDS of Americans who try to disappear, 


every year, 


furnish a topic of univérsal interest — worthy of "PARADE'’s 
pre-editing technique. PARADE planned a picture-story around 


one character, typical of all who try to 


THE SCENARIO showed how a quiet husband, nagged by his wife, 
finally decided to disappear. It demonstrated how disappearing 
today in America is not easy for anyone . . . a famous detective 
agency, retained by the wife, brings the husband back. 


run out on life, 


ie ade 


Parade’s consisten 


break, too! 


4 ¥ a 


MONG 2,000,000 families, Parade has the 
highest family readership of any national 
magazine section—as proved by independent 
reader surveys. Ask us to show them to you. 


Parade readers are beginning-to-end read- 


ers. Advertisements get an extra readership 


Parade’s technique of pre-editing picture- 
stories accounts for high readership. Read, 
below, pointers on this technique. 


t leadership in readership 


ALL PARADE picture-stories are planned — with characters, 
poses, and captions pre-edited to give each story living, 
dramatic character, from beginning to end. More about 
PARADE editorial methods next month. 


_ 05 LEXINGTON AVE., NEW YORK 17, 


135 SO. LA SALLE ST., CHICAGO 3, ILL. 
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Gets All of Davis Patrick Returns to U.S., |FTC Order Issued 
The entire advertising account|Joins Compton Agency Against Zonite, Kastor 


of P. H. Davis Tailoring Company, 
Cincinnati, has been placed with 
Phil Gordon Agency, Chicago, 
which formerly handled only a 
portion of the account. 


FREE! Increase read- 
ership of _your 
ads with LIFE-like EYE* 
CATCHER photos. Nothing 
like them anywhere. Used 
by biggest advertisers. 100 
new subjects monthly. Mat 
or glossy print plan $5 
month. bs > a -— 

f FREE proofs No. . ) ° 
bligations. EYE*CATCH- Ted Patrick 
ERS, Inc., 10 E. 38th St., 
ork 16. 


New Y 


Sell it with MOSS | 
PHOTOS , 


1,000 lots. No order too 
small or large. Postcards, 
2c. We photograph every- 
thing. 

Super special: 30 x 40 
giant blowups, mount- 
ed on heavy board, 
$2.45 each in lots of 10. 


was announced 


f.dential propaganda assignment 
as special consultant in training 
for psychological warfare. ham 

Coincident with his return it| William J. Bryans has been 


signed from Young & Rubicam to 
join Compton Advertising, New 
York, as director of publication 
copy. Mr. Patrick previously served 


the Office of War Information| president and general manager, 
from May, 1942, 


The FTC has ees Se 
; Corporation, New York, an * £ 
mm <2 ao Kastor & Sons Advertising Com- 
the OWI from| P@"y, Chicago, to discontinue 
Young & Rubi- claims that Zonite liquid and Zon- 
cam. where he itors wate effective feminine hygiene 
: preparations. 
bot - 4 hx The Commission also ordered 
ciate director of | ZOnite to drop claims that its 
the copy depart- product is effective in eliminating 
ment, has re-| mouth odors. Kastor was cleared 
turn ed from of the second charge when the 
London after Commission found it had not pre- 
completing a pared the copy containing the 
writer and con-|™outh odor claims. 


Bryans Advanced 


that he has re-| elected president of Wrigley Pub- 
lications, Toronto, succeeding 
Weston Wrigley, founder of the 
business, who becomes board 
chairman. G. B. Wrigley, son of 
the founder, has been named vice- 


to May, 1943, as|}and A. H. Boyd has been named 


Write for free samples, price list A. chief of Graphic Section for Over-| vice-presi : ¥ 
MOSS PHOTO VICE Pp vice-president and business man 


155 W. 46th St., N. Y. C. 19, BRyant 9-8482 | SCas. 
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Dream Come True 
in NEBRASKA 


PYES, you cautious space buy- 


ers can scoot down in your 
chairs! Relax! Take it easy! 
Of course 48 newspapers won't 
blanket the nation—but in Ne- 
braska the Omaha World-Her- 
ald will do a complete and ef- 
fective state-wide job... and 
for extra value, Southwest 
Iowa, too. 


Omaha WORLD= HERALD 


One of the Nation's Great Newspapers 


Owners and Operators 
of Radio Station KOWH 


Represented Nationally by 
O’MARA & ORMSBEE, INC. 
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Good news came to L. W. Ramsey, pres. of the Chicago agency, 
from the War Department, reporting that his son, Ist Lt. George 
Ramsey, missing since early last March after a raid on Germany, 
is now safely a prisoner of war. . . The Army newspaper directeq 
by Maj. Harold A. Patterson, formerly with the Chicago office of 
Crowell-Collier, won first place in a nationwide camp newspaper 
contest sponsored by the U. of Missouri School of Journalism. It’s 
“Polar Tech,” published at the Sioux Falls, S. D., air field where 
he is public relations officer. . . 

Maj. Lowell H. Stormont, former ad exec. with Real Silk Hosiery 
Mills and prior to that v.p. of Keeling & Co., Indianapolis agency, 
will revert to an inactive status with the AAF July 10 in keeping 
with an Army policy to return specialized personnel to civilian life, 
He’s been director of the Sheppard Field, Tex., film strip unit since 
August, ’42... 

Joe Godfrey Jr. of Collier’s, who tells them where to catch the 
big ones, caught up with a few 
of the bigger set himself while 
at Fort Lauderdale and Miami: 
two sailfish, 10 tuna, four bar- 
racuda, 20 dolphin and 30 bonito 
in two days’ fishing. . . 

George Freis, gen. mgr., Cin- 
cinnati. Times-Star, has been 
elected to his 14th term as pres. 
of the Cuvier Press Club. Stan- 
ley A. Ferger and Robert Bent- 
ley, with the Cincinnati En- 
quirer ad dept., were elected 
trustees. .. James W. Petty Jr., 
dir. of advertising H. S. Pogue 
Co., has been appointed chair- ee Sa 
man of the Cincinnati 5th War jstty MILESTONE—John F. Arndt 
Loan drive. . . (left), president of John Falkner Arndt 

Westerfield Pharmacal Co., & Co., Philadelphia agency, presents 
Dayton, O., recently celebrated Joseph A. Kloster, production manager, 
its golden anniversary and the _ with silver candlesticks in recognition of 


occasion also marked the com- '!5 years of service. The occasion is 
pletion of 50 consecutive years also the a peers of the agency's 
devoted to the pharmaceutical 20th anniversary. 


industry by Neil Stire, Westerfield’s retiring president. . . 

First “eye bank” in the U. S. and possibly in the world has been 
established at the New York Hospital, of whici Stanley Resor, 
head of the JWT agency, is president. . . Irma Ericsson, ad mgr. 
of Shulton, Inc., has been named one of the judges in the National 
Window Display Contest of the 5th War Loan drive... 

A surprise “no speech” party was given by 60 employes of the 
Toronto ad agency of Spitzer & Mills in the Yellow Room of the 
King Edward Hotel for Jack Spitzer and Frank Mills. Occasion 
marked the completion of the agency’s first year under its own 
name, it previously having operated as Lord & Thomas of Canada. 
Jack and Frank were each given a plaque commemorating the 
oceasion and bearing signatures of the entire staff. . . 

People of the press, aboard a bus on the way home from Sheeps- 
head Bay where Mutual did a broadcast for the USMS boys of 
the “Double or Nothing” show, wondered how come Lester Gott- 
lieb, Mutual publicity chief, knowingly called out the various 
Brooklyn streets. Until Lester himself, an old-line Brooklyn 
booster, removed himself from the bus at Church Ave. with a 
pleasant good-night folks. . . 

J. J. Hartigan, v.p. and media director of Campbell-Ewald Com- 
pany, Detroit, chairmans the publication committee which has 
launched a chatty little magazine, “Recess,” for Detroit’s famed 
Recess Club. . . George R. Nelson, gen. mgr. of WSNY, Schenec- 
tady, and partner of Leighton & Nelson, agency of the same city, 
enlightened the members of Skidmore College’s ad class recently 
on radio and radio advertising. Since he broke into radio at 
WCAX, Burlington, Vt., a dozen years ago, he’s taken a hand at 
about every phase of the work except crooning. . . Personable 
Robert S. Peare, recently-named General Electric Co. v.p. and di- 
rector of publicity and broadcasting activities, was a University 
of Michigan athlete. He is one of the youngest vice-presidents in 
G-E history... 

Cigars were handed out at the recent meeting of the Grocery 
Manufacturers Sales Execs of Chicago by Ralph Keller, a director, 
and George A. 
Hormel & Co. 
representative, 
in honor of an 8 
Ib. 8 oz. daugh- 
ter... Frank M. 
Shay, pres. 
California Prune 
and Apricot 
Growers Assn. 
and Adrien J. 
Falk, v.p. 
gen. mgr., S & 
W Fine Foods, 
and pres. of the 
San Francisco 
Chamber of 
POSTWAR PLANNERS—Earle A. Meyer, president, and Commerce, have 
O. C. Thener, vice-president of B-| Beverage Co., St. been elected di- 
Louis, spent an evening in Brunswick, Ga., recently— rectors of the 

apparently going over postwar advertising plans. California State 


Chamber ° 
Commerce. And Henry W. Comstock, pres. of Addison Va 
Co., Buffalo agency, has been elected to a three-year term as # 
director of the Buffalo Chamber of Commerce... 

From newsboy to president-publisher is the story inscribed on 
the marble wall of the San Antonio Express and News building& 
put there by employes in honor of Frank G. Huntress. His rec? 
of service goes back 60 years. . . Wedding bells rang out recently 
for Edward S. Barlow, pres. of the Barlow Advertising Agency: 
Syracuse, N. Y., who was married to Mrs. Hollis G. Walshe. . - 
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London's ‘Salute 
‘the Soldier’ Week 
Hits Record Peak 


London, April 19.—The National 
savings Committee this week 
wrote off as the biggest success yet 
the latest of London’s special sav- 
ings weeks, “Salute the Soldier” 


week. , . 
While the usual savings set aside 
py Britishers continue to average 
$48,000,000 a week, the need to 
save and lend as much as possible 
to the war effort is whipped up 
each year by these special savings 
weeks. Starting in London, the 
campaigns spread over the whole 
of Britain so that, after about 
three months, every part of the 
Kingdjom has held its “week.” 
Since May, 1941, these drives have 
included “War Weapons Week,” 
+“Warship Week” and “Wings for 
Victory” week. 

During March this year London 
staged its “Salute the Soldier” 


Yesterday... in the garage... repairing cars... “a litte trouble 
wih the plugs, sir ? Soon get that fixed!" Today a soldier — right 

\ in the thick of it... shells bursting . . . snipers 
taking @ crack at him. But he does it! And 
repairs another tank—ready for action! Salute 
his ph — his | Salute the 
Soldier — with more savings! Let us all vow 


> 


been “the boys out there!" 
a E THE SOLDIER 
mgr. 
ional — 
f the week. Its “target” was $660,000,- 
f the 000—and loans totaling $666,520,- 
. 000 were brought in, or $132 per 
asion capita for the city. 
own In addition to the general ad- 
nada. jvertising sponsored by the Na- 
y the fitional Savings Committee, pub- 
licity, posters, radio and films were 
eeps- brought into play to intensify in- 
ys of pctest in the drive. Appeals were 
Gott- localized as much as possible, with 
5 each borough, section and street 
rious fhaving its group and sub-group 
oklyn spearheading the campaign in its 
rith a fimmediate area. More than 1,000 
exhibits of photos of men and 
Com- Women in the service forces were 
» has §%t up by Greater London stores 
famed and shops. 
yenec- ee 
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Noelke to Association 


Allyn H. Noelke, formerly with 
OPA and previously general man- 
ager of Paramount Electric Supply 
Company, Chicago, has been ap- 
pointed executive secretary of 
American Washer & Ironer Manu- 
facturers’ Association, Chicago. 


Ball to Agency 


Robert W. Ball, formerly assist- 
ant advertising manager of E. B. 
Eddy Company, has joined Vickers 
& Benson, Toronto advertising 
agency. 


Maier, Hudson Named 
to Bureau's Board 


Nominations of Irwin Maier, 
publisher of the Milwaukee Jour- 
nal, and Buell W. Hudson, pub- 
lisher of the Call, Woonsocket, 
R. I., as members of the commit- 
tee in charge of the Bureau of 
Advertising, ANPA, have been ap- 
proved by Linwood I. Noyes, 
president of the ANPA. 

Frank E. Tripp, general man- 
ager of Gannett Newspapers, and 
William G. Chandler of Scripps- 
Howard Newspapers continue as 


chairman and vice-chairman, re- 
spectively, of the Bureau’s com- 
mittee. 


Ottawa Club Elects 


David A. Brown, Mortimer Ltd., 
has been elected president of Ad- 
vertising Club of Ottawa, which 
has voted to change its name to 
Ottawa Advertising and Sales 
Club. J. W. Ball has been named 
vice-president of the Canadian 
club, and Walter M. Murray Jr., 
Murphy-Gamble, has been named 
secretary-treasurer. 
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Food Paper Renamed 
Oregon Merchants Magazine, of- 
ficial organ of the Oregon Food 
Merchants Association and the 
Portland Food Merchants Associa- 
tion, has changed its name to 
Oregon Food Merchants Magazine. 


Parkhurst Advanced 

Samuel Chester Reid Parkhurst, 
head of the agency’s copy depart- 
ment for the past 12 years, has 
been elected a vice-president of 
Samuel C. Croot Company, New 
York. . 


IT’S BEING DONE IN ALL 
FORESIGHTED ORGANIZATIONS 


THINKING .. . Thinking about post-war America’s personal, local, national and international 


future. Publications in every field are filled with expressions of the constructive thinking 


of economists, bankers, lawyers, business men.... Whether a man makes and sells mer- 


chandise, whether he acts as counsel in its conception, production and distribution or 


whether he furnishes any of the thousand and one services that contribute to the main- 


tenance and development of our business system, he is thinking ...and making plans 


and acting upon them. ... This is stimulating proof of a sound American characteristic— | 


foresightedness. . . . In the meantime the vital demands of the present are being met. Pro- 


duction and service go on without interruption. ... Advertisers and advertising men have 


proved to their satisfaction that Rogers is a value-giving, dependable organization of the 


present and that their thinking and their policies guarantee they will be one of the future. 


Deets kucha COMPANY 


MASTER CRAFTSMEN OF PHOTO-ENGRAVING 
Adolph F. Buechele, President 


2001 CALUMET AVENUE < Phone CAL 4137 + CHICAGO, ILLINOIS 
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Gordon Names Agency 


equipment .and service, has ap- 
pointed The Advertising Corpora- 


Claud S. Gordon Company, Chi-| tion, Chicago, to handle its adver- 


cago, 


heat treating engineering, | tising. 


Vincent Manka, formerly 


with Colgate-Palmolive-Peet Com- 
pany, was recently named vice- 
president in charge of advertising 
for Gordon. 


.. . “Ace-in-the-Hole” 
for Postwar Houston 


OUSTON is one of Ameri- 
ca’s largest ports ...in 1941 

(last official figures released) 
cargo tonnage was third largest 
in the country. Houston’s world- 
wide commerce will be restored 
immediately after the war... 
and will be greater than ever. 
Built since our entry into the 
war, two gigantic shipyards 
make Houston one of the na- 


Con % ——e. , ed 


e ase 


Peete. 


hoppnd 


tion's leading shipbuilding cen- 
ters. Shipbuilding and mainte- 
nance will continue as a great 
postwar industry. 


Maritime Houston is a valu- 
able asset to the industrial 
Southwest ... an “ace-in-the- 
hole” for postwar expansion of 
Houston, already the South’s 
largest and richest market. Met- 
ropolitan Houston (Harris 


County) now has a population 


of 622,058 


(based on No. 4 ra- 


tion books issued, as reported 
by OPA on January 31, 1944). 
Shipbuilding and shipping are 


only two of the many important 


industries 


trial and 


THE H 


OUSTON 


which will assure 


Houston’s growth ... and con- 
tinued dominance as the indus- 


maritime metropolis 


of this section. 


The Houston Chronicle—first in 
this market in both ‘circulation 
and advertising for more than 
31 consecutive years—has kept 
pace with Houston’s growth and 
will continue to do so. 


CHRONICLE 


Advertising Age, May 29, jam 


“Positions Wanted,” 


cash with order. 


The Advertising Market Place 


The rates for this department are as follows: “Help Wanted,” 
“Representatives Wanted,” and 
tatives Available,” 50 cents a line, minimum charge $2. 
All other classifications (single insertion rates); 
¥% in., $2.75; 1 to 3 in., $4.75 per inch. 


*‘Represen- 
Terms 


HELP WANTED 


POSITIONS WANTED 


WANT A BETTER JOB? 


Copywriters, art directors, ad managers, ra- 
die directors, needed now in Boston, Chi- 
cago, Detroit, Clevelan’, San Francisco. 
Permanent. Excellent sai-ies. 

Ask for our free booklet, ‘“‘How to Match 
Men and Jobs.’’ 


SALES OPPORTUNITIES 


PERSONNEL CONSULTANTS 


‘matching men and jobs’’ 
8 South Michigan ery ANDover 3129 


(Solid firms seeking sound men only are 


solicited) 


ADVERTISING AGENCY SPACE 
BUYER 


Ours is a very active agency handl- 
ing about 100 accounts ranging from 
$10,000 to $250,000. We want a thor- 
oughly experienced space _ buyer, 
young man preferably, who may now 
be an assistant in some large agency. 
Salary $5200 to start. Write 
Box 4834, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 


Wanted—Combination copy and pro- 
duction man or woman. Permanent 
position with small progressive 
agency handling industrial accounts. 
Pleasant working conditions. State 
experience, connection and salary. 
Box 4830, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
Sales Promotion and 
Advertising Manager 
Chicago manufacturer with national 
distribution and complete advertis- 
ing program wants experienced, suc- 
cessful man who can help plan and 
follow through all phases of adver- 
tising and sales promotion—working 
closely with Sales department, and 
coordinating with trade outlets. 
Write fully. 
Box 4826, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Typist with advertising experience 
for small industrial agency. Per- 
manent position to handle schedules 
and general correspondence. State 
experience. 
Box 4829, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


ADVERTISING ASSISTANT for large 
leading Chicago Manufacturer of In- 
dustrial Electrical and Communica- 
tion equipment. Good copy man es- 
sential on direct mail and publicity. 
Permanent, congenial connection. 
State experience, education, age, 
draft status. Opportunity now avail- 
able. Send photo. 

Evans Associates, Inc. 

307 N. Michigan Ave. 

Chicago, Ill. 


ADVERTISING, PUBLISHING 
SALES AND MERCHANDISING 
POSITIONS 
FRED MASTERSON 
SINCLAIR-MASTERSON 
PERSONNEL 
310 S. MICHIGAN, CHICAGO 
20 YRS. ADV. EXPERIENCE . 


COPY AND CONTACT MAN 

For a man who would like to live 
in a Midwest city, and who has suc- 
cessful experience in writing and 
contacting important accounts, there 
is an opportunity in a 4-A agency. 
Experience should include industrial 
accounts. Write in confidence giving 
complete information regarding ex- 
perience, age and present earnings. 

Box 4773, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


George Williams 
COMMERCIAL PERSONNEL 
Advertising & Publishing Positions 
209 8S. State St. a Chicago, Ill. 


SALESMEN TO SELL ADVERTIS- 
ING NOVELTIES and Calendars. 
Complete line. Compact sample out- 
fit. Liberal Commissions. WEINMAN 
BROS., Est., 1919, 325 N. Wells, Chi. 


POSITIONS WANTED 


Versatile Agency Account Executive, 
34, recalled from Mexico by draft 
board, available to an essential in- 


TO A MANAGEMENT THAT 
WANTS TO KNOW 

there is available a man who 
how to get and interpret facts for *, 
sales, inventory, and Productioy t Crossle; 
planning and control. Wants re nt,” A 
job as staff assistant to Presidesf<?” 
or V. P. who really believes in knoy.fme 
ing the facts and using them 4 
increase profits and volume. Can alii, 
handle advertising and sales prom. 
tion, if necessary. 

Box 4835, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, I), 
Mr. Trade Mag. Publisher: You wank. 
a live book that gets favorable gj. 
tention of advertiser & reader, Sei 
my samples of effective, orig. writ.IE 
ing, editing. Editor with indust, git 
mercant. experience. Let’s talk j 
over. 

Box 4832, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, MI, 
LOS gy Copy os Contact fj 
Sound ideas and quotable copy nowf <7 .4: 
clicking for midwest agency; varieg ojections 
national accounts. Versatile team.gAmong t. 
worker, 38. Sold to housewives, ey. ey were 
gineers, farmers . products, inst radi 

ideas, services . . . in print and per. B 
son. Food, chemical, insurance jp.gork area 
cluded. Still learning daily, with 11 ould prefe 
ears’ experience to help. If yoy ing while 
performance 4 


ave a spot where 
means progress, let it help yoy x = 
p! 


Write: 

Box 4828, ADVERTISING AGE rossley he 

100 E. Ohio St., Chicago 11, Ill, 99.000 ar 
I KNOW A MAN who is thoroughly . 
seasoned in industrial advertising BOgrams a 
He is 50 years old. He has made som the sets 
vomarsascs gugececes, ae has hadi”: or “tv 
some tter failures. He knows th kers could 

ingle one « 

rviewed 


know May ] 


reasons for both. At present he js 
employed as an agency account ¢«e. 
ecutive at $12,000 per year. He wan 
to adopt no war baby but is looking 
for an organization in which he cay 
expand his acknowledged talents 
Can you use him? 

Box 4825, ADVERTISING AGB 

100 E. Ohio St., Chicago 11, I. 


Let me edit your employee public. 
tion. Experienced. Can handle allfé 
phases without supervision; reason. 
able cost. 
Box 4819, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, IL 


ADVERTISING EXECUTIVE 

Media Salesman 
Seasoned contact man with ane 
cellent record for handling diversi 
fied accounts profitably seeks an at 
tractive proposition in the agency «# 
media field. If you need an energetit 
worker with a flare for gettin 


oys, such 
pans reac 
th telep! 
ber of 
ntifying 

pnt of the 
added, ai 
ication of 


things done—address Old Timer, Ag@e nothing 
"Box 4824, ADVERTISING AGE 
__100 E. Ohio St., Chicago 11, IL [pronto | 
ASSISTANT ADVERTISING 
M ER enholn 
Capable of assuming responsibilite@Lee Tren 
and following through. Ability # ector fo 
create imaginative ideas and execu h 
unusual layouts. Experience incluagpaer Ltd. 
newspapers, direct mail anc hovt™esident o: 
organs. Good knowledge of engrit@ja, Club . 
ing, typography and producti 
methods. Draft deferred. neers nam 
Box 4823, ADVERTISING AGE @es mana 
100 E. Ohio St., Chicago 11, IL r Advert 
REPRESENTATIVE AVAILABLE ident; | 
TRADE-PAPER ector, R. 


SPACE SALESMAN 
wishes to correspond with publisht 
wanting sales in eastern territot 
from New York City. Commissit 
basis. Wide experience several fielé 
especially industrial. No high pre 
sure but constructive selling tht 
builds volume. Highest referenc# 


asurer ; 
ector, J. 
ary, 
amed a 
y J. Ave 
vertising 


Box 4805, ADVERTISING AGE @ circulat 
330 W. 42nd St., New York 18, N! til; Evan 
BUSINESS oPPoRTUNITIEs P*iment, 
PACKAGE DESIGNS ;. VOmpa 
IMMEDIATE OR POST WAR F'ger, pr 


Package designing studio is inte], 
ested in soomrane were a con 
pany needing packaging of one® 
more lines of merchandise of bd Dot 1 
type. This studio has had mal} 


: : s’ rience i kaging smed Dot 
_ R. W. McCARTHY THE BRANHAM COMPANY sr SS Ceenge fe Ln Packaging production. ©" nor St Pe 
, ERTISING A ox . »} 
National Advertising Manager National Representatives Box 4000, ADVERTISING AGE (og Fee Mar tee i has, ; 


REYNOLDS-FITZGERALD, INC., National Representatives 


FNsportat: 


| and pai 
A Stable Market! | 

Schenectady is a concentrated, high-income com- \ 
munity. 41°, of its families own their homes. Payrolls = 
are up 400%, since 1939, but it's no "boom" town. D 
This desirable market is effectively reached with the ~The 
- Gazette—leader in both circulation and advertising. aaee, 
ean di 
SCHENECTADY ae 
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rossley Blasts 
se of Material 

» Radio Study 


New York, May 24.—Conclu- 


. 
7 rising Managers’ Association 
Know 4 May 15), were made “with- 
ucticit Crossley, Inc.’s knowledge or 
3 Teallinsent,” Archibald M. Crossley, 
pleat sident of the research organiza- 
em jpn, told ADVERTISING AcE last 
N als feck. 

rome-B«yur reports always contain this 
GE [brase,” Mr. Crossley said, “name- 
ll. § Crossley, Inc. does not assume 


i wauMeonsibility for figures of mate- 
; oe published from this report 


 writginout its specific approval in 
ust, ¢friting.””” He added that Crossley, 
‘alk it®. did not give approval to the 
Ge [ease sent out with the 48-page 
ioklet on the survey, and “cer- 
inly not to the deductions and 
gjections therein.” — 

team.gAmong the conclusions of the 
es, en-frvey were such nena grag points 
a, winst radio listening in the New 
moPt Hork area as “69.4% of women 
with 1}fould prefer radio without adver- 
If youkking, while 86.4% would not want 
rmancéwspapers without advertising”; 
‘§ “21 programs analyzed by 


Tl. 


tact 


i rossley had a median audience 
+ & 29.000 and almost half of these 
rite ograms attracted less than 1% 
de somit the sets in the New York mar- 


as hai ft”; or “two-thirds of the adver- 
nc tisers could not be identified in a 
unt exr-gnmgle one of the radio homes in- 
@ want rviewed by coincidental tele- 
_~ uimone calls in the metropolitan 
talents rea.” 

With this latter point Mr. Cross- 
it @ took particular issue. He said 


at, although the survey was 


reasoo@eidental method Crossley em- 
ace geys, such a type of interviewing 
i, i. Jeans reaching only the homes 
rive @th telephones and only the 

ber of people listening and 
diverdi entifying a sponsor at the mo- 
-s anat@ent of the call. It is, therefore, 
gency om added, an average minute iden- 
nerge@cation of programs and sponsors 


getting . 
mer, Ava Nothing more than that. 


‘iti pronto Club Reelects 
ING Benholm President 


2 bilitg lee Trenholm, public relations 
an ector for Underwood Elliott 
-incluppner Ltd. has been reelected 
ne hove ssident of the Advertising and 
‘ducts Club of Toronto, Ont. Other 
neers named were R. H. Rough, 
$ AGE es manager, Canadian Street 
eS t Advertising Company, vice- 
LAB eesident; G. Alex Phare, radio 
——~Bector, R. C. Smith & Son Ltd., 
v a asurer; and R. A. Barford, 
Deitel ector, J. J. Gibbons Ltd., sec- 
ym missist ry. 
eral fieli 
Ligh prem 
ling thi 
eferencé 


amed as new directors were 
y J. Avery, manager, Ronalds 
vertising Agency; Ray Forrest, 
G AGE | y circulation manager, Globe & 
a til; Evan W. Hayter, advertising 
ries j*ttment, Goodyear Tire & Rub- 
vs . COmpany; and Donald M. 


NS 

' we) p neer, president, Toronto Fuels 
» 18 : . 
rom com 


of one 

se of ued Dot to Towell 

aging @#€d Dot Foods, Madison, Wis., 

G AGE art Paul, potato chip pro- 

41, Mh » Mas placed its account with 
ur Towell, Inc., Madison. 
‘Nsportation advertising, post- 
and painted bulletins will be 


WANTED 


Advertising Manager 
for Mail Order and 
Direct Mail 


a established package medicine 
lie acturer, located in Chicago, and 
ar 9 direct through agents (individ- 
ne and retail druggists) offers splen- 
©Pportunity for man with vision 
we Can direct advertising department, 
a, direct mail campaigns and 
o~ sales Promotion plans. Not a 
sdllen iob but a permanent con- 
siving. with a real future. Write 
your age, draft status, sum- 

ms of your experience, expected 
'"g salary and enclose samples 
Your work. Box 4837, Advertising 


, 100 
Nino. East Ohio St., Chicago II, 


de Castro Leaves 
Mutual; ‘Daytime 
Playhouse’ Dies 


js drawn in the survey titled,| Castro, idea man behind the “Mu- 
fewspaper Readers and Radio|tual Daytime Playhouse Plan,” 
teners,” released two weeks ago|calling for daytime recorded re- 
the New York Newspaper Ad-|broadcasts of top-flight nighttime 


New York, May 25.—Allen J. de 


radio programs, 
this week re- 
signed as com- 
mercial pro- 
gram manager 
of Mutual 
Broadcast- 
ing System, 
where he served 
also as mMan- 
ager of the 
Latin - Ameri- 
can Bureau, to 
join the New 
York office of 
the Joseph Katz Company as vice- 
president in charge of radio. 

Mr. de Castro joined MBS’s 
executive staff last August, having 
previously been associated with 
the Blue Network and before that 


A. J. de Castro 


Mutual may be interpreted as the 
complete nullification of the “Play- 
house,” which. was supposed to 
have made its debut last October. 
Queried as to whether such an 
interpretation could be placed on 
Mr. de Castro’s resignation, Miller 
McClintock, president of Mutual, 
told ApvertTisiInc AGE that the 
“Daytime Playhouse Plan has just 
stopped moving. It is not an active 
sales plan or policy of Mutual at 
the present time.” 

Despite sharp criticisms voiced 
by officials of competing networks, 
Mutual vigorously promoted its 
precedent-shattering plan and last 
September Mutual salesmen were 
presenting its details to big radio 
advertisers, several of whom were 
said to have committed themselves 
to the project, although no con- 
tracts were signed. 


Now Faraday Electric 


Schwarze Electric Company and 
its Stanley & Patterson Division, 
which have heretofore operated as 
a limited partnership, have changed 
their name to Faraday Electric 
Corporation. No change in own- 
ership or operation of the Adrian, 


with CBS. His departure from 


Mich., company is contemplated. 


57 


Here is a 


AVAILABLE 


1. Originally a typesetter by trade. 


2. Composing room foreman for 


five years. 


3. 12 years in charge of production 


for large printing plant. 


4. Excellent knowledge of type faces, 


5. 40 years of age, married and @ 


family. 


SKILLED BUYER OF PRINTING . 


engraving, electrotyping, offset 
and some printing and other branches of 
qualifications: the graphic arts. 


Employed now, but certain conditions have arisen that suggest 
a change at this time. Can consider only a Chicago location 


Box 4836 Advertising Age - Chicago, Illinois 


AiliF 


JACK BIRD, Art Director 
Dickie-Raymonp, Inc. 


Specialists in Direct Advertising 


*. . . for designing types that fit so well 
into direct advertising...that suit the char- 


JACK BIRD SAYS: 


"Pless'e ‘ 
less LWA 4. ATF. 1 MEAN! 


acter of the message and the art that goes 
with it, whether the mood of the matter 
be light-vein or sober-serious. Special 
thanks for Lydian, which makes such good 
company for so many things. And a hearty 
hosanna for Brush... hand-lettering in type. 
For a good dose of selling in easy-to-take 
style, ATF has a wealth of unbeatable faces 
..-1’d feel lost without ’em.” 


semcutan 
TYPE FOUNDERS 


200 Elmora Avenue, Elizabeth B, New Jersey 


THIS ADVERTISEMENT IS SET 
IN BRUSH. ULTRA BODONI, 
BODON! BOOK. AND BODONI!. 


STENCIL 
Srash 


BALLOON EXTRA BOLD 
Bernhard Modern Bold 


Spartan Black 


Have you a copy of the ATF Red 
Book of types? If not, send for one on 
your letterhead. Also, single page spec- 
imens including complete alphabets 


of the above and other ATF faces. 


S/S 
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WPB to Tighten 


Rules on Grants 
of Extra Paper 


(Continued from Page 1) 


publishers to use up to 1% tons of 
paper each quarter without per- 
mission of WPB for new publica- 
tions. This will not result in in- 
creased paper usage, Allen E. 
Norman, chief of the magazine 
section, pointed out, because this 
paper is to be subtracted from the 
printer’s quota. 

The Truman committee hear- 
ings, called to determine whether 


PREMIUM COUPONS 
HANDLED 


John a McElwain & Co. 


A DIRECT MAIL SERVICE 
Phones Webster 2336-7 
607 8S. DEARBORN S8T. CHICAGO 


WPB had set up adequate stand- 
ards for the allocation of ex-quota 
paper, provided considerable ex- 
citement for three days before 
suspending its hearings, despite 
the committee’s evident satisfac- 
- with the proposed new stand- 
ards. 


Norman Assailed 


After rough handling of Dr. 
A. N. Holcomb, chairman of the 
appeals board, over the grant of 
20,605 tons of newsprint to the 
Philadelphia Bulletin during the 
Monday session, the committee 
turned its guns on Mr. Norman 
today, asserting that he had per- 
mitted Fawcett Publishing Com- 
pany, his employer, to spread the 
impression among magazine deal- 
ers that customers of the Fawcett 
Distributing Company would bene- 
fit from the fact that Mr. Norman 
was chief of the magazine section. 

The charge was based on an 
article in the February issue of 
“The Fawcett Distributor,” which 
said that the Fawcett “franchise 
would pay more in 1944” due to 
foresight and planning. “We are 
fortunate enough to have Mr. 
Allen E. Norman as chief of the 
magazine section, and Mr. W. H. 


“ROLL DOWN 


TO RIO 


Rio de Janeiro is one of the most pleasant places in the world. 
It’s the home of the Carioca and the Samba. It's the 
capital of the world’s greatest coffee-producing country. 


Its people are a happy people, excepting for one 
thing—their inability to listen to WFIL. 


Now some stations would have you believe that they cover 


just about everywhere, including Rio. That's their 


sales story. But is the coverage in the area you want? 


Why pay for publicity where you are not going to 
harvest real results? Don't drop your line where fish are 
scarce. WFIL blankets the Philadelphia Trading 


Area ... and without any waste circulation! 


In 1929 A. T. & T. sold at 310 and U. S. Steel reached 261. 
But old stock quotations like old ideas or old program 
ratings are not much good ‘today. The past is gone. 


The old order changes. Latest surveys on radio 


listenership in the Philadelphia Trading Area indicate 


that more and more people are listening more and more 


to WFIL. And because advertisers are learning that 


the most progressive station in the entire trading area 
is WFIL, 114 accounts, new to this station, bought time in 1943. 


If you have something you want to sell to people 


in the Philadelphia Trading Area—and not in Rio—then we 


suggest that you make use of the selling facilities of 


WFIL .. . “that progressive station.” 


A BLUE NETWORK AFFILIATE 


REPRESENTED NATIONALLY 
BY THE KATZ AGENCY 


PHILADELPHIA’S MOST PROGRESSIVE RADIO STATION 


Fawcett Jr., on the magazine task 
force, and we really knew the 
paper situation,” the article said. 
As a result, it continued, Fawcett 
was able to make plans well in 
advance to provide dealers with a 
goodly stock of magazines. 

Hugh Fulton, chairman of the 
committee, together with Senators 
Hatch and Ferguson, asserted that 
Mr. Norman’s failure to refute 
this mailing piece publicly was 
prejudicial to Fawcett competi- 
tors, regardless of the facts of the 
case. Mr. Fulton said that no 
effort was made to correct this 
impression until April 26, when 
the committee demanded action. 

Mr. Norman, who is a dollar- 
a-year man at WPB, drawing 
$1,333.33 a month from Fawcett, 
admitted “it is pretty terrible,” 
and called the article “stupid.” He 
denied that he was in a position to 
provide favors for Fawcett, and 
told the committee that he had 
completely divorced himself from 
the Fawcett organization. Letters 
of correction from Mr. Norman 
and Mr. Fawcett are to appear in 
the May issue of the house organ. 


Hears Complaints 


The committee made no charges 
against Mr. Norman’s perform- 
ance of his duty, limiting its case 
to his failure to deny the state- 
ment in the house organ. Mr. 
Norman’s record was warmly de- 
fended by Mr. Treanor, who said 
that Norman was “a man of in- 
tegrity’” who was “faithful to his 
oath of office.” 

The committee heard a number 
of complaints against appeals de- 
cisions, including one from Lib- 
erty, which had unsuccessfully 
sought extra paper on the ground 
that the base year, 1942, was not 
fair. Liberty passed into new 
hands that year, with its circula- 
tion at less than 1,000,000. 

Other complaints heard by the 
commitiee included The Police 
Gazette which had been barred 
from the mails during part of the 
base year and Norte, a Spanish 
language publication which claimed 
an unfair base year, and com- 
plained that it had been denied 
extra paper for new Latin Ameri- 
can circulation at the same time 
that 1,400 tons were given the 
Reader’s Digest. 


‘Too Much Suspicion’ 


Hearings started Monday, with 
WPB Chief Donald Nelson assur- 
ing the committee that WPB would 
be glad to turn over the paper 
problem to any other agency Con- 
gress and the industry might 
choose. “I have never seen such 
a highly competitive industry,” 
Mr. Nelson told the committee. “I 
didn’t know until I took this job 
how much suspicion there is of the 
motives of others.” 

Mr. Nelson said that 98% of the 
paper this year will be allotted by 
mathematical quotas, but that a 
pattern for granting appeals had 
to be worked out as hardship 
cases appeared. 

The committee said its com- 
plaint was with the failure of 
WPB to make clear the grounds 
on which it was allowing extra 
paper, and to publish the records 
of many of the early appeals 
hearings. The case of the Phila- 
delphia Bulletin was discussed on 
Monday, but apparently was 
cleared up to the satisfaction of 
the committee with the appearance 
today of Richard W. Slocum, gen- 
eral manager of the newspaper. 


Digest of New Rules 


The proposed appeals rules for 
newspapers specifically provide 
that no extra paper shall be 
allowed on the basis of editorial 
policy or subject matter (“we can- 
not determine who is an essential 
user of the printed word,” Mr. 
Nelson said); retarded circulation 
growth caused by price increase 
in 1941 or 1942, the base period 
years; added news content subse- 
quent to price increase; change in 
roll size, amount of news content, 
number of advertising lines or 
circulation returns. 

“The supply of newsprint is too 
limited to provide for grants for 
tonnage to adjust advertising com- 
petitive disadvantages,” Mr. Trea- 
nor said. He also said that under 
the order it will be necessary for 
all newspapers to absorb any re- 
turns they cannot eliminate. 

Magazines will not get grants on 


Advertising Age, May 29 


pension; and unforeseen 
tions. Transfers of quotas 
wholly-owned subsidiaries tg 
ent publishing houses will he 
mitted. 

The provision for extra 
for newspapers to cover 
tion increases of more than 
since Dec. 31, 1942, will apply 
when the newspaper also shy 
circulation increase, and the 
paper will be provided only 
the amount of increase above 

Division appeals boards, 
previously lacked power to 
appeals, although they coulg 
them, will now have the pj 
give extra paper, thus. a 
publishers an extra chang 
prove their case. All future 
are to be announced at least » 
two weeks, and reasons for 
ship and unforeseen cong 
grants are to be given. 


WPB EASES RULES 

ON SMALL MAGAZINES 
Washington, D. C., May 25 

justment in paper limitation 

to enable publishers to start 

magazines and issue books th 

the use of the paper quotas of 


In_ Kansas Cit 


the basis of editorial content; 
diminished base period consump- 
tion due to financial reasons; re- 
duction of pages or circulation in 
1942; uneven quarterly consump- 
tion of paper in 1942; abnormal 
base year from the standpoint of 
advertising, editorial pages or cir- 
culation; inability to maintain or 
increase advertising, editorial 
pages or circulation; inventory of 
heavy basis weight paper; in- 
creased frequency of issue or other 
expansion after Dec. 31, 1942, or 
competitive considerations. 


10% Increase Rule 


Newspapers will get adjustments 
for temporary suspensions; merg- 
ers; supplements added in 1942; 
reorganizations in 1941 or 1942; 
population increases of more than 
10% since Dec. 31, 1942, accom- 
panied by increases in circulation 
and exceptional hardships. Extra 
magazine paper will be allowed 
for hardships resulting from reor- 
ganization and investment of new 
sums of money during 1942; in- 
creased frequency of issue during 
the base period; temporary sus- 


the Swing 
is to WH 


WANT A BOUQUET for being smart? Thea 
WHB! ’Phone us for availabilities if you're cons 
spot programs or announcements in this booming 
“Your Mutual Friend” is Kansas City’s Dominant Da 
Station...delivering the “most listeners per dollar” th 
out the western half of Missouri and the easteft 
of Kansas. For availabilities, call 


DON DAVIS 
KANSAS CITY — Scarritt Building — HArrison 16! 
NEW YORK CITY—507 Fifth Avenve—VAnderbilt 6-259 
CHICAGO — 333 North Michigan Blvd. — CENtral 79 
HOLLYWOOD—5855 Hollywood Blvd.—HOllywood 62!! 


KEY STATION for the KANSAS STATE NETW 
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Kansas City * Wichita + Salina * Greot Bend * 
Missouri Kansas Kansas Kansas 
MONTHS: FEBRUARY-MARCH, 1944—KANSAS CITY 
HOOPER STATION LISTENING INDE 
: TOTAL COINCIDINTAL CALLS — THIS PERIOD 14,677 
MORNING Station | Station | Station | Station Stet 
mun [Ate tc 5 | 
sizam | 68 | 8.6 | 30.5 | 18.0 | 29.9 
AFTERNOON | station | Station | Station | Station ' 
— A “ge C D WHEB | ¢ 
erm. |12-2-| 6.5 | 20.2 | 31.9 | 25.2 
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mercial printers were announced 
today by the WPB printing and 
ublishing division. 

Under the new regulations, pub- 
lishers may use up to a ton and a 
quarter of paper a calendar quar- 
ter for a new or established maga- 
zine, so long as this paper is 
charged against the printer’s paper 
supply, and book publishers who 
have no quota may use 5 tons of 
printer’s paper a year. 

Since WPB has always allowed 
95 tons of newsprint per quarter 
for new newspapers, this adjust- 
ment puts magazines and books on 
an equal footing, opening the way 
for publishers to operate new mag- 
azines, newspapers or books on a 
small scale. In all cases, however, 
the enterprises will be held to the 
modest commercial printing allow- 
ance, for WPB will not grant extra 
paper for new publications. 


Makes New Cut 


In other adjustments of the com- 
mercial printing order, WPB 
changed the method of curtailing 
shopping guides and free distribu- 
tion newspapers, requiring them to 
take a sliding scale cut similar to 
newspapers, instead of a flat 25% 
reduction. 

Responding to criticism that 
shopping guides and free distribu- 
tion newspapers were getting off 
lightly under the rules, the division 
decided that they should make cuts 
ranging from 9% between 25 and 
125 tons to 29% over 1,600 tons’ 
usage a quarter. 

The division also plugged a gap 
in the previous regulation which 
had permitted a shopping guide 
publisher to start a daily service in 
San Diego, Cal., by combining sev- 
eral West Coast publications. 

Under the old regulation, a pub- 
lisher of several shopping guides 
and free distribution papers was 
free to collect his quotas and use 
them as he wished, but the new 
rules provide that only the quotas 


of publications distributed “prima- 
rily in the same city or trading 
area” may be combined. 


Westinghouse Adds to 
Duties of McKibbin 


John M. Mc- 
Kibbin, for- 
merly manager 
of the com- 
pany’s applica- 
tion data and 
training depart- 
ment, has been 
appointed as- 
sistant to B. W. 
Clark, vice- 
president of 
Westinghouse 
Electric & Mfg. 
Company, in 
which position his responsibilities 
will include all product and in- 
dustry advertising, as well as his 
present duties. 

Mr. McKibbin joined Westing- 
house in 1922, became advertising 
manager of the company’s Cleve- 
land office in 1924, later filled the 
same post in Detroit, and subse- 
quently was in charge of adver- 
tising activities in the central dis- 
trict, and supervisor of promo- 
tional operations involving all in- 
dustries served by’ Westinghouse 
equipment. He was named ap- 
paratus promotion manager in 
1936. Last year he received the 
company’s highest honor — the 
Order of Merit—for the “imagi- 
native way he has dramatized the 
obligations of Westinghouse people 
to increase production of war ma- 
terials.” 


J. M. McKibbin 


Foley Promotes Gray 


Russell Gray Jr., formerly media 
director of Richard A. Foley Ad- 
vertising Agency, Philadelphia, has 
been named an account executive, 
and Wesley Winning, assistant 
treasurer, has been moved up to 
media director. 
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Van Camp’s, like so many 
other important advertisers, 
are mighty happy with the 
business they get out of 


Manchester and ite six county Primary Zones. Through copy 
in the Union-Leader they tap a great responsive market of 
359,000 people. But particularly are they pleased with the 
thorough, practical merchandising services we offer to help 


advertisers sell more goods. 


[ ill | 


Full-time staff for pre-war 
Sanees service — dealer 
lisplay; surveys; prin 
ling letters, nt a B « 
sides, etc. 
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OF 
IMUANCHESTER 
WNion-.LEADER 


NATIONALLY REPRESENTED BY GEORGE A. McDEVITT COMPANY 


IN THE EXCITING 
JUNE ISSUE OF 


time—in the great June issue of True. 


_ NEVER TOLD UNTILNOW. 
"THE TRUE STORY OF... 


TRUE ©. 

MAGAZINE 
@ Doc Hodges did not realize, when he turned outlaw, that he was 
setting a precedent for 6 or 7 decades of crime. He simply needed 


money. This is why he was the first man to hold up a western 
stage. A story never before told, but now you get it, for the first 


. All card games, dice and other minor gambling had 
* ceased, so that people could watch this bigger game. 


5 True Adventures, 1 Great Book-Lengther, 7 Thrilling True Features, 1 
Sports Special, 16 Other Exciting Stories, Special Features and “Shorts” 


THE FLEET COMES TO KWA- 
JALEIN: Will Oursler, True’s 
Pacific Correspondent, gives 
ee you his eye-witness account 


of a great American victory. 


ERE is what men like to read. Every page 
H authentic, every feature a thriller—every 
word true. Keyed right in with the news. You 
won't find another magazine like True. So buy 
True now —the thrilling June issue—at your 


newsstand today. 


READ THESE GREAT JUNE FEATURES 


OUT OF THE RUBBLE crawl the few 
Jap survivors to surrender. Battle- 
grimed Marines advance slowly, wary 
of treachery. But the Japs were 
beaten—and knew it. 


> 


FLAME THROWERS played a vital role 
in cleaning out Jap pill boxes. Shell 
hole shows where Na Gunners 
scored direct hit on fortifications the 
Japs thought invincible. 


ee sateen 


One-Man Air Force, Leadville Molly Got 
Mad, They Ride the Thunderbolts, Villa 
Called Me The Avenging Senorita, | Sailed 
With The Chinese Pirate Queen. Also: 
Death's Shadow, How Smart Are You? 
Belly Landing, Photo Finish. 


Orn 


BULLETS TALK, TOO: Like the fingerprint, a bullet 
is individual. Harry Butts, world’s leading practi- 
tioner in a remarkable science, knows more about 
police ballistics than any other living man. He tells 
how the markings on a bullet can convict a mur- 
derer, or save a person who is innocent. (page 30) 


LONG WERE THE NIGHTS: Why were those nights 
long? Because with each sunset came the Jap fleet, 


men in four tiny PT boats. Because each night 
those exhausted, sick, fighting men knew they were 
expendable. (page 32) 


! | to battle a handful of gallant naval officers and 
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House Group Pares 
Funds for OWlI's 
Domestic Branch 


(Continued from Page 1) 
appropriations for the OWI Over- 
seas Branch, ODT, WLB, Office of 
War Mobilization and the highly 
controversial fair employment 
practices committee. No funds 
were allowed the committee for 
congested areas. 

In reporting the bill, the com- 
mittee clipped $37,955,058 from the 
budget requests, including $20,- 
000,000 from the War Shipping 
Administration. While OWI was 


reduced a total of $5,764,633 below 
its request, $4,500,000 of this 
amount was reduction of the con- 
tingency fund of the Overseas 
Branch, and only $1,000,000 was 
denied for the greatly increased 
1945 operating expenses of the 
agency. The Domestic Branch was 
allowed $2,200,000 compared with 
$2,702,000 last year. 


Asks $104,500 Saving 


In recommending a 10% cut for 
the Domestic Branch, already 
pared to the bone as a result of 
last year’s budget troubles, and 
the resulting wave of economy 
under Palmer Hoyt and George 
Healy, the committee asked that 
the surveys division of the Speciai 
Services Bureau be discontinued, 
for a total saving of $104,500, leav- 
ing $160,000 for Mr. Healy to save 
where he can. 

While stating that “the Domestic 


Branch is filling an important 
function as now organized and 
conducted,” the committee ex- 
plained that “with the home front 
better organized and the require- 
ments for citizen cooperation with 
programs more clearly established, 
the Domestic Branch will be able 
to apply the remainder of this cut 
without impairment of the war 
effort.” 

Despite the cut, the committee 
said that the Domestic Branch “has 
been operating with the philosophy 
prescribed by Congress in connec- 
tion with the drastic reductions 
that were made last year.” The 
slash from a requested $8,500,000 
in 1944 to $2,702,444, “has had a 
beneficial effect,” the committee 
said. 

In recommending the end of the 
surveys division, the committee 
merely said that “these may be 
desirable but are not a necessity.” 


‘sey, 


Members felt that the same infor- 
mation could be obtained by the 
field staffs of other agencies. 

Throughout the hearings on the 
OWI budget, the surveys division 
had been persistently attacked by 
Rep. John Taber, of New York, 
and B. Lane Powers of New Jer- 
despite Mr. Healy’s appeal 
that the surveys are directed to 
getting information “which will 
permit us to do a better job in 
discharging the responsibilities we 
have.” 

In his statement to the commit- 
tee, Mr. Healy said the surveys 
division was designed to keep OWI 
“from shooting in the dark, by 
making periodic studies to improve 
OWI operations. Among the jobs 
it has performed was a review of 
the security program in Jackson- 
ville, Fla., which resulted in 
changes in the security informa- 
tion kit, studies of the effective- 
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ness of salvage of waste fats, ang 
periodic reviews of the anti-in. 
flation programs. Lately, the sur- 
veys division had conducted 
study to learn whether Posters 
distributed by war agencies were 
used or wasted. 


Taber Ridicules Reports 


Reports of the surveys division 
were lampooned by Rep. Taber 
who was apparently disturbed by 
one report, a summary of 
progress of the anti-inflation pro. 
gram, which advised that there 
was a public misunderstanding of 
the function of subsidies, and of 
the reasons for rejection of the 
administration tax proposals. Rep. 
Taber insisted that the net regsy} 
of one study was to show that 
women with three children tury 
in less tin cans than women with 
no children. Mr. Healy read at 
least ten other significant facts 
from the same report into the 
record. 

Disturbed by Rep. Taber’s con. 
stant criticism, OWI Director 
Elmer Davis finally exploded: 
“This research is made in our own 
office for the information of oyr 
own office. We are authorized, | 
presume, to provide ourselves with 
the information that we need to 
operate.” 

At one point Rep. Taber asked, 
“How many derelicts out of the 
National Resources Planning 
Board did you gather in?” Tota] 
staff of the division is 23 persons, 
who use sampling done under con. 
tract with the National Opinion 
Research Center of the University 
of Denver. Paul Lazerfeld, re- 
search consultant to NBC, Life, 
and others, and Raymond Franzen, 
marketing research expert, are 
consultants with the division. 

Mr. Healy explained how the 
surveys were used to improve 
campaigns, but Rep. Powers com- 
mented, “What I cannot under- 
stand is after we get this informa- 
tion about the tin cans, what good 
is it?” When Mr. Healy told 
how one survey had enabled the 
Treasury to reduce the amount of 
wasted promotion material in the 
4th War Loan, Rep. Powers com- 
mented, “If we could cut our gov- 
ernment expenditures about 25% 
we could sell a lot more war bonds 
than any surveys will ever sell 
for us.” 


T. S. Adams Named 


Spiegel Sales Manager 


Thornton S. Adams, with Spiegel, 
Inc., Chicago, as a merchandising 
and sales executive for the past 12 
years, has been 
named sales 
manager of the 
company. His 
new assignment 
includes both 
mail order and 
retail oper 
tions, ands 
part of an over- 
all plan for the 
Spiegel five 
store program, 
calling for eX 
panded opera 
tions in mail order and retail fields 

He will have general supervision 
of catalog circulation and market 
research; mail order and r etail 
sales and promotion; production o 
the catalog; and merchandis 


T. S. Adams 


standards. 


see them? 


What are you getting for yourmoney? 
Here’s the 3-way test of your Balti- 
more radio dollar: 1. Coverage... 
find out how many radio homes 
you're getting in the Baltimore trad- 
ing area. 2. Then check how many 
of those people are listening to the 
station you use at the time you use 
it. 3. Then divide the number of 
actual listeners by the cost of your 
program. You'll know then how 
hard your dollar is producing. All 
the facts prove that there is one sta- 
tion that delivers more listeners-per- 
dollar-spent than any other. That’s 
W-I-T-H . . . and the facts are all 
down in black and white. Like to 
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Agency Asks for 
and Gets a WMC 
Essential Rating 


(Continued from Page 1) 


35 (Technical, Scientific and 
Management Services) of the offi- 
cial List and Index of Essential 
Activities. This activity meets 
Criterion E stipulated in connec- 
tion with the List and Index, viz. 
_, performing indispensable serv- 
ices necessary for the fulfilment of 
(war) contracts.’ ” 

“We know we were the first 
agency in Detroit to receive this 
essentiality rating,” Mr. Gray says. 
“How many More now have it we 
would hesitate to say. However, 
within a few weeks after we re- 
ceived our notification from WMC, 
we had numerous phone calls 
from agency principals inquiring 
as to the procedure we used in 
submitting ‘our request for this 
rating. This certainly led us to 
believe that the only reason more 
organizations like ours were not 
considered essential was that it 
never occurred to these other peo- 
ple to make a move to establish 
their position. 


Up to Each Agency 


“WMC does give consideration 
to legitimate requests for an 
essentiality rating, but it is the 
individual agency’s responsibility 
to provide them with the informa- 
tion on which they can base a 
decision. 

“If an agency or individual ad- 
vertising man is doing an essential 
job—and can prove it—an essen- 
tiality rating can be secured. But 
it is still up to each organization 
or individual to make the proper 


when the entire advertising pro- 
fession might be covered by a 
blanket ruling.” 

In the meantime, ADVERTISING 
AGE discovered that at least one 
other advertising agency, not in 
Detroit, had been told, upon appli- 
cation to the WMC, that certain 
activities which it described were 
“essential under Group 29” of the 
WMC’s “List and Index of Essen- 
tial Activities.” . This agency did 
not request or receive a blanket 
essentiality rating, but as a result 
of the WMC communication has 
had little difficulty in securing de- 
ferments for individuals on _ its 
staff. 

WMC classification requests are 
invariably handled by the local or 
regional WMC offices, and such 
requests should not be addressed 
to Washington. 


WMC SURPRISED AT 
AGENCY ESSENTIALITY 


Washington, D. C., May 25.— 
Officials of the War Manpower 
Commission here were surprised 
to learn that a Detroit industrial 
advertising firm had been classi- 
fied as essential by the area man- 
power director, and asserted that 
the ruling was out of line with na- 
tional policy. 

Advertising agencies of all types 
handle work for essential indus- 
tries, a spokesman said, but re- 
gional offices have never been 
advised to consider such agencies 
as essential. For some time, he 
said, agency men were considered 
non-deferrable and at present they 
are included in the “unclassified” 
or “less essential groups.” 

The spokesman said that the 
ruling might have resulted from 
“overgenerous” interpretation by 
the area director of a section of 
the essential industry. lists which 
covers “the supplying of technical, 
scientific and management serv- 
ices to establishments engaged in 
war production, and the publica- 


appeal and not wait for the day 


tion of technical and _ scientific 


dramatic theme of the 
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% Visual Communication: an Essential 


Function in our Essential Industries is the 


OF ADVERTISING 
ART 


Sponsored by The Art Directors Club of Chicago...now 


Sowing May 29 to June 15 at MTOM 


This Ad sponsored by COLLINS MILLER & HUTCHINGS, INC., Chicago Photoengravers 


books and journals.” 

No action will be taken on the 
matter from Washington, however, 
unless it is referred here by any 
of the WMC district offices. 

In such a situation, he said, the 
WMC would advise that no adver- 
tising agency is considered essen- 
tial, but the area office must de- 
termine for itself whether to with- 
draw the “essential” rating. 


SOME AGENCIES GET 
‘ESSENTIAL’ RATING 


New York, May 25.—Some in- 
dustrial advertising agencies have 
been recognized as “essential” by 
the War Manpower Commission, 
Frederic R. Gamble, president of 
the Four A’s, informed ADvVERTIs- 
ING AGE. 

The Four A’s, he added, has not 
approached WMC formally for 
such a ruling. The present status 
of nearly all agencies, general and 
industrial alike, is somewhere be- 
pote “essential” and “non-essen- 
ial.” 

Mr. Gamble would not reveal 
the names of those declared “es- 
sential.” A check among indus- 
trial agencies here, however, 
brought a report from O. S. Tyson, 


president of O. S. Tyson & Co., 
that the agency has received this 
rating. To get it, Mr. Tyson said, 
at least 75% of an agency’s work 
must be “professional engineering 
work connected with the war.” 
The Tyson agency qualified not on 
the basis of space or billings in 
technical publications but on the 
basis of time of workers in pro- 
duction of such materials as cata- 
logs, bulletins, plant production 
drive material and Navy manuals. 

Hazard Advertising Company 
sought this rating, said Herbert 
Peck, president, but its work was 
found to be only 48.2% “essential.” 
The advantage, Mr. Peck pointed 
out, would be in Selective Serv- 
ice deferment of workers over 30 
years of age. 

Mr. Tyson, on the other hand, 
said that the “essential” rating 
had proved of “no value to the 
agency. It doesn’t protect the em- 
ployer. People still may leave for 
other jobs. Some workers fear to 
join an ‘essential’ firm for fear of 
being frozen in their jobs.” 

Two other leading New York in- 
dustrial agencies—G. M. Basford 


Company and Rickard & Co., said 
that they have not sought an “es- 


61 


sential” rating. Several agencies 
in Detroit are said to have sought 
and received it. 


Baker Service Moves 
National Bakers Services, pro- 
moter of. Hollywood bread, has 
moved its Chicago office to larger 
quarters at 100 W. Monroe St. 


LOOK IT UP in 
the MARKET DATA BOOK’! 


* 
CONSUMER MARKETS EDITION 


* 
BUSINESS PUBLICATIONS EDITION 


LET EM HAVE IT 


You 


security. 


not merely in 


bonds now. 


buy it LOW 


You sell it HIGH 
The World's Best Investment 


Once more you have your chance to back up the 
men on the beachheads, to throw your weight 
behind the grim drives. 


You’re asked for 16 billion dollars this time—the 
biggest war loan of them all. 


Certainly, if past performance is a fair indication, 
you'll absorb every cent of it. It will be harder 
this time. But we know you'll do it. 


First, because you want to help the sons and 
daughters of America who are playing for keeps 
—putting up their lives as collateral for your 


Second, because you know that our country is 


good financial condition—it is 


magnificently solvent in all the broadest, 
widest meanings of the word. 


The bonds and stamps you buy toGay are acru- 
ally the world’s best and safest investments. 
Take another cut in your little luxuries. Take 
another reef in your budget. Scrape the bot- 
tom of the bank account. Back the attack. Buy 
BUY MORE THAN BEFORE! 


This Oxford message is just one smail exam- 
ple of paper’s role in the Fifth War Loan 
Campaign. It is one of 700,000 ways in which 
paper is serving in this war. 


OXFORD PAPER COMPANY 


230 Park Avenue, New York 17, N. Y. 


WESTERN SALIS OFFICE: 35 E. Wacker Drive, Chicago 1, IIL 
MILLS AT: Rumford, Maine; West Carrollton, Ohio 
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Packard to Set 
Up Dealer Council 


Detroit, May 24.—As part of a 
broad postwar sales expansion pro- 
gram, Packard Motor Car Com- 
pany has named a dealer advisory 
council to give the field selling or- 
ganization a voice in the estab- 
lishment of sound automotive mer- 
chandising policies. 

Only retailers will compose the 
council of eight members whose 
terms will rotate, with two mem- 
bers being replaced every six 
months from dealer ranks. The 
program also includes a revision of 
franchises and closer contacts with 
dealers. 

In announcing the program, L. 
W. Slack, Packard general sales 
manager, revealed the appointment 
of C. E. Briggs, former regional 


manager in New York, as assistant 
general sales manager and the 
addition of three specialists to the 
parts merchandising staff. Arthur 
Nielsen also is an assistant general 
sales manager. : 

Packard will stage a general 
meeting of regional managers and 
distributors in Detroit on June 1-3 
at which postwar sales policies will 
be defined. This will be followed 
by the first meeting of the dealer 
council. 

G. T. Christopher, president and 
general manager of Packard, at a 
Chicago conference last week 
called for a shiftback to civilian 
production of cars on even terms 
for all in the industry. He insisted 
reconversion should be undertaken 
only when manufacturers can be 
given quotas large enough to make 
new car production profitable for 
all makers. 


Gets Bob Pin Account 


Scolding Locks Corporation, Ap- 
pleton, Wis., has placed its adver- 
tising with the Chicago office of 
Bozell & Jacobs, with T. T. Mor- 
row as account executive. An 
extensive consumer campaign on 
Scoldy Lox bob and hair pins, 
first in the company’s history, is 
being planned. 


Schenley Boosts Guyer 


William Guyer, in the advertis- 
ing department of Schenley since 
1940, has been named advertising 
manager of Schenley Import Cor- 
poration, New York. 


Weber to Burn-Smith 


Fred A. Weber has joined the 
Chicago sales staff of Burn-Smith 
Company, radio station repre- 
sentative. 


Business Papers Aid 
‘Save Paper’ Drives 

More than 200 trade and indus- 
trial business papers have each 
contributed one page a month 
since February to inform their 
8,000,000 readers of the vital need 
for paper conservation and salvage, 
according to Associated Business 
Papers, New York, which esti- 
mates that the value of this space 
will total $500,000 by year’s end. 

Ads are written by the War Ad- 
vertising Council in cooperation 
with OWI and WPB, and cost of 
typesetting, plates and distribu- 
tion is borne by ABP. 


Blakley to Agency 

Thomas Blakley, formerly in the 
advertising production department 
of Kellogg Switchboard & Supply 
Company, has joined the Chicago 
staff of Beaumont & Hohman. 
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More Watts or More Li 


L you are a radio advertiser, the answer is...more listeners, naturally. 


It’s listeners that pay off at the cash register, not watts. That’s why Don Lee is the best network buy 


on the Pacific Coast. Don Lee delivers lots more listeners...a Hooper survey (the largest ever made 


on the Pacific Coast) showed in many markets 60 to 100% of the listeners tuned to Don Lee.. .after 


all more than g out of every 10 radio families on the Pacific Coast live within 25 miles of one of Don 


Lee’s 36 stations. « All four networks cover Los Angeles,San Francisco; Portland and Seattle, but 


only Don Lee completely covers in addition all the markets outside these cities as well,and 50% of the 


retail sales on the Pacific Coast are made outside the counties in which these cities are located. * Remem- 


ber a show on Don Lee will deliver more listeners on the Pacific Coast than the same show on any 


other network (both in the Los Angeles, San Francisco, Portland and Seattle markets and outside). 


~ 


THOMAS S. LEE, President 


Advertising Age, May 29. 0a" 


Formfit Buys 
First Network 
Radio Program 


Chicago, May 25.—Formfit Com! 
pany this week became the firg 
manufacturer of women’s apparg 
to make use of network radio, sign. 
ing a contract to sponsor singing 
star Dick Brown over 67 stations 
of the Mutual network Sundays 
from 6:45 to 7 p.m., EWT, start. 
ing July 9. 

Plans for the radio promotigy, 
which supplements the company 
continuous publication advertising 
in magazines and newspapers, were 
made at a meeting held in Ney 
York last week and attended by 
Walter Lowy, vice-president jp 
charge of advertising for Formgt: 
George Ensinger, vice-president 
Buchanen & Co., agency on the 
account, and Edward W. Wood, 
Mutual sales manager. 


FCC Probes FM 


Plans of Networks 


Washington, D. C., May 25.—The 
FCC today began a study of the 
FM plans of national and regional 
networks, apparently  suspicioys 
that station affiliation contracts re. 
cently issued by the major net 3 
works had opened the way of = 
absorption of FM_ stations inty Mamees 
existing organizations. lo 

Such absorption is. apparently Ries 
viewed with distress by the Com. am 
mission, for the letter announcing re 
the current study referred to the | 
warning included in the 1941 re 
port on chain broadcasting, whieh 
said that “the appearance of net- 
work broadcasting in frequency 
modulation will merit carefy 
study by the commission.” 

In announcing its survey of nek 
work FM plans, the FCC referred 
to Commission regulations whid 
provide that in granting FM I- 
censes the Commission shall con- 
sider “the extent to which the 
station had made or will make use §, ,; 
of the facility to develop a distinct 
and separate service from. that 
otherwise available in the service 
area.” 

The survey was prompted, the 
Commission said, because “certain 
of the major networks have re 
cently advised their affiliates of 
new policies concerning the avail- 
ability of network programs for 
FM broadcasting.” These contracts 
provide that the FM adjunct of 
member stations may broadcast 
regular network commercial pr- 
grams without charge. 


Nebraska Court Orders 
WOW Lease Vacated 


Lincoln, Neb., May 26.— The 
Nebraska Supreme Court today 
denied a motion for a rehearing in 
the suit involving lease of Station 
WOW, Omaha, to John J. Gill 
and Associates. Previously the 
court had ordered the lease vacated 
and the station returned to the 
Woodmen of the World Society. 
Today’s ruling said “an examina 
tion of pleadings and evidence 
veals the correctness of the holt 
ing in our former opinion that# 
constructive fraud was sufficient 
pleaded and proved by the v-a™ 
dence.” 

A motion for a stay of mandam 
was immediately filed, pending a 
peal to the U. S. Supreme Cou 
If granted, control of the stati” 
will be left in the hands of Bm 
Gillin and his associates until 
disposition of the case. 


Sell WPEN and WNBC 


The Arde Bulova interests ha 
sold, subject to FCC approval, Sim 
tions WPEN and WPEN-F\M, Phil 
delphia, to the Philadelphia Bull 
tin for $620,000, and WNBC, Ham 
ford, to W. O'Neil, president @ 
General Tire & Rubber Compail 
and of the Yankee Network, 


LEWIS ALLEN weiss, Vice-Pres., Gen. Mgr. $220,000. 


The Nation’s Greatest Regional Network 


$515 MELROSE AVE., HOLLYWOOD 38, CALIF. ST Py 
Represented Nationally by John Blair & Co. Seeds Advances Two 04 

George Bayard. a vice-presidel Bidens 

of Russel M. Seeds Company, CD’ B aces, 

cago, has been elected execute ea. 


vice-president and a director, and 
E. B. Bentley has been na 
vice-president of the agency. 
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Format ORD-BREAKER — Here's A. V. B. (Tony) Geoghegan (center), vice- 
resident, ident and media director of Young & Rubicam, who made the shortest 
ON the fech on record (12 minutes) as featured guest speaker before the recent 
Wood, eting of the N. Y. State Magazine Representatives Club. On the left is 
ton Crowell of Collier's, secretary of the club; and on the right Roger Mills, 

Woman's Home Companion, president of the club. (Story on Page 26.) 
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hall con- §NDLES FOR BOSTON—When the Boston Advertising Club sent out a call 
hich the salvage waste paper, employes of the Goulston Co. searched through their 
make use &; with this result—six and a half tons of paper from one office. Ernest J. 
a distinct Bilston, president of the agency, is handing the last bundle to Helen M. 
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today 

hearing in §POPULAR REQUEST—The Lucky Lager "Big Hat" color poster, first shown 
of Station # year as one of a series in the Pacific Coast territory of General Brewing 
J. Gillin Hp. Sen Francisco, is back on the boards again in answer to letters from 
ously the Mrs and the public. This year the poster showing is augmented by news- 
se vacated Ht and trade publication advertising. McCann-Erickson, San Francisco, is 
ad to the the agency in charge. 
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ST PRINCIPLES—This group of principles in the Pabst Postwar Employment 
Two (oS got together for a talk-fest following announcement of the winners of 
50,000 contest (AA, May 22). Left to right are: Edwin L. Morris, vice- 


. t . 

e—presidel ident, Pabst Brewing Co.; H. Paul Warwick, Warwick & Legler, agency on 
PANY, ise ‘count; Beardsley Ruml, treasurer, R. H. Macy & Co., one of the four 
Bore M; George V.. Denny Jr. moderator of “America's Town Meeting of the 


and Secretary of the awards committee; and ‘Henry Legler, also of the 
gency. ‘ “pee ot. ail * 7 5 é 


Pat America’s No. 1 Gilt by" 
‘Inte America’s Ne. 2 Gift 
_ and Give Them Together! “a 
Tuck Wer Sends or Stomps inte o MEEKER Double-Duty Bilifeld — 
J This combination Bilbtold and Reaonnble Ross Coan is stylish, trim, ‘ 
(1  eoempaict yet hon of plane for evirythinig. Past Cove alone, holds 
8 poses, cords, napshots, etc. temave Pars Cate cind there's 
%. Seok, fin bili! 
AUER MADE Bdlteids era eoted for ine queliny, aemeirt sty?! 
expert workmonship, Verkass paces, Ad dewlien Peer pwhore. 
THE MESKEA COMPANY, INC, JOPLIN, MO 
Mow Toe B47 With Are. J Chtemge: 36 5. deems be 


CLOSE TIE-UP—The Treasury Depart- 
ment okayed this tie-up of Uncle Sam's 
products—war bonds and stamps—with 
the leather billfolds produced by the 
Meeker Co., Joplin, Mo. National 
magazine space is being used for the 
campaign. The Ridgway Co., St. 
Louis, is the agency. 


The Faithful Foursame ts still detug luximess at the samme old stern’ 


Afushnet Reprocessed Golf Balla are the next best thing 
to peacetime Acushneta - now making way for war ma- 
teriale — molded rubber and synthetic goods for the Army 
and Navy. But to get an Acushnet Reprocessed Ball takes 
more than money — you must turn in an old ball slong 
with your cash, Your Pro, as usual, is the man to see. 


ACUSHNET — 


Your Wortine “Daily Derse” — than foe cx Werk you dee Kore geet 
at betew, Zap yoor lip Go omy on bine, Don't usb Give four Need Cor iere! 
vere scrap. Pins dp bin k machen Buy only whet You cond, ond» | BUY WAR BONIS 


TALKS GOLF—Devoted almost en- 
tirely to war themes during past 
months, advertising of Acushnet Proc- 
ess Sales Co., New Bedford, Mass., 
swings over to a golf story in a new 
series of four-color half-page ads in 
SEP. Copy humorously reminds golfers 
they can keep on playing if old balls 
are sent in, through pros, for face-lift- 
ing. No new ones are being made. 
H. B. Humphrey Co., Boston, is the 
agency. 


BODY REFRESHER—With alcoholic colognes banned as a result of the war, 

Dana Perfumes, Inc., finds highly effective this new approach in suggesting its 

Tabu White Cologne. This four-color ad appears in Harper's Bazaar and Vogue. 
Fogarty-Phelps Co., Chicago, is the agency. 


EXECUTIVES CONFER—Robert S. Wilson, vice-president and sales manager of 

Goodyear Tire & Rubber Co. (center) chats with John S. Knight, publisher of 

the Akron Beacon Journal, Miami Herald and Detroit Free Press (left), and 

Dr. Paul H. Nystrom, president of the Sales Executive Club of New York, during 
a recent luncheon meeting in the Hotel Roosevelt. 
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BUILDS POSTWAR SALES—Congoleum-Nairn, Inc., Kearny, N. J., is starting 
its 33rd conservative year of color advertising in June issues of national and 
farm magazines. McCann-Erickson, New York; handles the’ account. 
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~ The BIG ONE is your baby who, multi- 


plied by millions, makes your most pro- 


‘ductive market. 


For proof, just take a look at his spend- 
able income. He represents the middle- 
class American who, after taxes and sav- 
ings, makes 60 per cent of this nation’s 
purchases, according to the latest avail- 
able figures. 

No! The war has made no radical 
changes in our economic structure. The 
solid, substantial middle millions are 
still tuning-up the cash registers of Amer- 
ica with three-fifths of their “take.” 


“The entire magazine is just as I 
am* 29 


You can’t afford to ignore these “people 
who give a damn” any more than you 


can afford to ignore The American Mag- 
azine. It’s their magazine. They are our 
editorial inspiration . . . we, the reflex 
of their aspirations. 

“By the time I read all of The American, 

I don’t feel I need other magazines.”* 
Their desires, hopes, ambitions, ex- 
pressed in our continuing monthly 
studies of reader reaction and. in their 
letters to our editor ... make The Amer- 
ican Magazine as individual as the 
thumbprints with which they turn our 
pages. 

“Impartial. No axe to grind. Gives 
both sides of each issue.”* 
No! You can’t ignore these “people who 
give a damn,” particularly when you 
consider their influence upon their com- 
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munities, families and friends. Thati 
why far-seeing advertisers regard The 
American Magazine as the happy me 
dium to America’s middle millions. 


*Quotations from our continuing studies of reader 
reaction and letters to our editor. 
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